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 ABSTRACT 
 
The mass adoption and rapid proliferation of digital social technologies such as 
Facebook, Twitter, LinkedIn and Yammer have led to a new sub-classification of 
these technologies called Social Broadcasting Networks (Shi, Rui, & Whinston, 
2014). With a decentralized communication structure representing a wide spectrum of 
information, social broadcasting networks (SBNs) have enabled users to broadcast 
news, create and display connections with other users and indulge in private 
conversations. They have unilaterally established open and unstructured networks 
across geographical boundaries and empowered users to control newsworthy 
information reporting, delivery and consumption on their own terms. Anecdotal 
commentary suggests that these SBNs have overwhelmingly disrupted traditional 
practices of news reporting and consumption. These observations and calls made by 
IS scholars to theoretically build new explanations of digital social technologies 
beyond their mere descriptions motivate this study to investigate the factors that 
influence news consumption on SBNs and how that impacts traditional news firms. 
   
This study empirically evidences the changes in the news consumption of 
people by investigating the influence of SBNs through their relative advantages of 
news timeliness, immediacy and connectedness and the influence in SBNs through 
users influencing other users in the networks. Further, the influence of and in SBNs is 
examined through two distinct news behaviours: (1) switching news consumption to 
traditional news mediums, and (2) continuing news consumption on SBNs. Adapting 
the theoretical lens of the Two-Factor theory and reviewing literature on social 
network analysis and IT adoption, this study develops two constructs: (1) relative 
advantage of SBNs observed as the influence of SBNs, and (2) user influence in SBNs 
signifying the influence in the networks. Both constructs form key antecedents to the 
news behaviours of switching and continuance. The outcome of switching and 
continuance is empirically validated through the comparative duration of news 
consumption on SBNs. 
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 Data comprising the news behaviours of 325 respondents on SBNs is analysed 
using the statistical tool AMOS (version 22) to explain the relationships between the 
influence of SBNs and the influence in SBNs on both news behaviours viz. switching 
and continuance and their impact on the comparative duration of news consumption 
on SBNs. 
 
Results find that user influence in SBNs significantly impacts users to switch 
news consumption to traditional news media while the same is highly significant in 
influencing users in continuing their news consumption on SBNs. This logically 
denotes a dual impact of SBNs on traditional news firms. On the one hand, switching 
implies SBNs benefitting news firms, as individuals move from SBNs to traditional 
news mediums for consuming news. On the other, continuance denotes superiority of 
SBNs as news providers because individuals abandon traditional news mediums and 
instead consume news on SBNs. However, the relative advantage of SBNs is not 
significantly important when users choose to switch to traditional news media but is 
evidenced as being important for those in continuing their news consumption on 
SBNs. Both, switching and continuance very significantly impact news consumption 
in SBNs wherein users show greater inclination to consume news on SBNs compared 
to traditional news mediums. 
 
Further, this study presents a logical interpretation of switching and continuance 
of news consumption based on its implications on news firms, which leads to 
conceptualising the dichotomous role of SBNs at the organizational level as its 
competing-complementarity. This builds the premise for conceptually theorising the 
competing-complementarity phenomenon as future work following this doctoral 
dissertation. This study defines competing-complementarity and discusses its 
characteristics and facilitating conditions. In addition, it conceptually explains the 
impact of competing-complementarity on the digital business strategy of a news firm 
by using the technology S-curve.  
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Chapter 1: Introduction 
CHAPTER 1  
INTRODUCTION 
 
This chapter provides a broad overview of the research area. It introduces the 
background and motivation for studying the influence of social broadcasting networks 
(SBNs) such as Twitter and Facebook on contemporary news consumption and their 
reciprocal implications on traditional news organizations. SBNs resemble public 
goods (e.g. roads) albeit in digital formats, which are available to everybody including 
business entities for sourcing, delivering, reporting, sharing and consuming 
information. This has resulted in mass user engagement on such networks wherein 
users constantly shift their information and news consumption activities between 
diverse SBNs and traditional news broadcasting mediums such as news websites, 
newspapers, radio and television. This is known as switching behaviour, which 
involves a full, partial or intermittent replacement of a news medium with a substitute 
that serves similar needs. On the other hand, individuals influenced by other users in 
SBNs continue their news consumption in the networks without switching to 
traditional news mediums. Such switching and continuing news behaviours on SBNs 
have strong implications on traditional news firms. The logical interpretation of 
switching denotes that (i) traditional news mediums acquire audiences, which 
increases readership on the medium produced or promoted by a news firm, and (ii) 
continuance of news consumption on SBNs result in the networks retaining audiences, 
which denotes their superiority as news broadcasters. Thus, this introductory chapter 
provides a general view of news consumption on SBNs. By analysing news 
consumption behaviour, this study captures the unique role of SBNs and explains 
their impact on traditional news firms. 
  
This chapter also contextualizes key elements of the study and introduces the 
theoretical foundations for investigating the research idea. Subsequent chapter 
sections explicate research objectives, purpose, significance and scope. The 
concluding section of this chapter summarizes the thesis structure and provides a 
concise depiction of the five chapters following this introductory chapter. 
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Chapter 1: Introduction 
RESEARCH BACKGROUND AND MOTIVATION 
 
On January 16, 2009, several minutes before the mainstream news media 
formally reported the crash landing of U.S. Airways Flight 1549 on the frigid waters 
of the Hudson River, onlooker Janis Krums tweeted the dramatic event as it unfolded 
in real time. “There’s a plane in the Hudson. I’m on the ferry going to pick up the 
people. Crazy” (Krums, 2009). The tweet was quickly consumed and re-tweeted by 
hundreds of other Twitter users even before the news media caught wind of the 
dramatic incident. Another bystander, Jim Hanrahan tweeted the episode a full fifteen 
minutes before news reporters began compiling facts and broadcasting their reports. “I 
just watched a plane crash in the Hudson” (Hanrahan, 2009). 
 
Pakistani IT consultant Sohaib Athar was the first to inform the world by 
tweeting live the historic raid by U.S. Navy Seals on a house in Abbottabad, Pakistan, 
which resulted in the killing of Osama Bin Laden. His tweets in the early hours of 
May 1, 2011 got more attention than he ever imagined. "Helicopter hovering above 
Abbottabad at 1AM (is a rare event)," he tweeted following it up with, "A huge 
window shaking bang here in Abbottabadd Cantt. I hope its not the start of something 
nasty" (Athar, 2011) His tweets were read and re-tweeted by hundreds of other 
Twitter users around the world some nine hours before the news media began 
reporting the incident and U.S. President Barack Obama officially announced the 
death of Osama Bin Laden’s (Cohen, 2014). 
 
The above examples testify the power and potential of fast-growing digital 
social technologies such as Twitter and Facebook that have enabled individuals to 
report, share and consume newsworthy information in new and novel ways. These 
technologies have made news reporting, dissemination and consumption highly 
participatory, social and partisan (Gupta & Brooks, 2013). However, tweets and 
Facebook posts do not constitute news in its traditional sense, which involves 
professional journalistic practices and selection processes for identifying information 
that is worthy of reporting and constituting news (Harcup & O'Neill, 2001; Mcmanus, 
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1992). For example, Galtung and Ruge (1965) study cites 12 factors that comprise the 
taxonomy of news values. Harcup and O'Neill (2001) put forth a contemporary set of 
10 requirements such as good news, bad news, magnitude, relevance etc. for selecting 
information constituting news. In relation, tweets, blogs and posts can be labelled as 
bits and pieces of information triggered by incidents such as events, conversations, or 
actions. Thus, news in the present-day digital environment is generally regarded as 
partial information about incidents involving more than just family members, 
colleagues and friends (Pew Research Center, 2013). 
 
Given the above-mentioned environment, one of the ways in which people 
consume news is by switching from one news medium to another when an incident 
occurs. For example, breaking news (i.e. triggered by high impact incidents such as 
terrorist attacks or natural disasters such as floods) tweeted by a news firm can prompt 
an individual to click web links and switch from Twitter to the tweeting news firms’ 
contemporary news website. Likewise, a friend updating his/her status on Facebook 
with live scores of a sporting event (or posting personal comments on an unfolding 
incident) can influence other individuals on Facebook to switch to television and 
access in-depth news coverage of the event or watch the event. Switching behaviour 
can be unplanned and is also observed when individuals use IT applications or 
products. For example, users switch between operating systems and web browsers 
wherein the new product or service fulfils needs similar to the incumbent product or 
service (Bhattacherjee, Limayem, & Cheung, 2012).  
  
News consumption through digital social technologies (e.g. Facebook, Twitter) 
demonstrate the potential superiority of these technologies over their “mainstream 
competitors in terms of speed, flexibility, and reach” (Shi, et al., 2014, p. 124). These 
technologies enable reporting, tracking and consumption of newsworthy incidences in 
real time. They provide strong advantages for consuming news through their 
distinctive technology-driven infrastructure. They are available to all on a 24/7 basis 
(Rosemann, Andersson, & Lind, 2011) at low to no personal costs1 and are easily 
1 Social media or mobile technologies can be accessed by anybody with an Internet connection and 
Internet-enabled devices (e.g. laptop, smartphones, tablet computers, desktop computers) 
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accessible through technology-enabled devices (e.g. smartphones) in any geographical 
region that offers Internet connectivity. They are easy and intuitive to use thus 
enabling their usability without any prior technology experience or skills. Thus, these 
technologies have become vital to the development and delivery of news such that 
they have become the core of the product or service itself (Dhar & Sundararajan, 
2007). For example, Twitter has become a platform for delivering news by both, 
individuals and news firms. As a consequence of the centrality and ubiquity of digital 
social technologies in business and social activities, traditional business models and 
strategies of news firms that enjoyed long periods of stability in the past now face 
continuous challenges (Hirst, 2011). Digital social technologies while providing news 
firms their platforms for reaching mass audiences and improving productivity by 
facilitating instant news deliveries are also becoming their nemesis, as they potentially 
disrupt and destabilize traditional business models and products (Riemer, Gal, 
Hamann, Gilchriest, & Teixeira, 2015).  For example, the “exponential growth of 
(free) alternative sources of news and news-like information” (Hirst, 2011, p. 12) via 
digital social technologies defies news executives to consider alternative styles and 
means of reporting news. Thus, given the disruptive impact of such technologies, it is 
imperative to evaluate their epistemic value and analyse their reciprocal effects on 
information consumption behaviours. Such analysis presents a better pathway for 
news firms to understand the distinctive role of such technologies so that they can 
optimally drive and strategize business and IT solutions instead of relying on obscure 
and at times “distorted signals from the marketplace” (Porter, 2001, p. 64). 
 
Social Broadcasting Networks 
 
Digital social technologies have been commonly referred in extant literature in 
diverse ways such as social media (Kaplan & Haenlein, 2010), social network sites 
(Boyd & Ellison, 2008), social media networks (Kane, Alavi, Labianca, & Borgatti, 
2014), online communities (Faraj, Kudaravalli, & Wasko, 2015), online social 
networks (Mislove, Marcon, Gummadi, Druschel, & Bhattacharjee, 2007) and digital 
communication networks (Trier, 2008). However, such labels do not capture their 
unique value and essence on a more holistic and higher-order level viz. they 
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simultaneously provide a broadcasting service as well as enable social networking 
(Shi, et al., 2014). A unique feature of such technologies is its focus on converging 
micro-blogging, content creation, and social networking (Shi, et al., 2014). Similar to 
content produced by traditional news firms, user-generated-content on digital social 
technologies such as Twitter or Facebook is publicly and easily accessible and 
consumable by all (Kaplan & Haenlein, 2010) and is broadcast through user 
relationships similar to subscribed relationships (Shi, et al., 2014) such as followers-
following on Twitter, friends on Facebook or connections on LinkedIn. This 
distinguishes their social networking aspects from traditional broadcasting peers (e.g. 
news companies) such as having (i) a decentralized communication structure 
representing a wide spectrum of information (e.g. breaking news, private, social or 
professional work-related conversations) and diverse ways of communicating the 
information (e.g. using tweets, posts, blogs, videos) using intermediaries such as 
individuals or groups re-tweeting or re-posting original news content (Wu, Hofman, 
Mason, & Watts, 2011) (ii) open and loose network of people that are unilaterally 
established with ease across geographical zones (Shi, et al., 2014), and (iii) freedom 
over information creation, dissemination and consumption (Kwak, Lee, Park, & 
Moon, 2010). Such unique features provide digital social technologies such as 
Facebook and Twitter exclusive advantages such as facilitating mass information 
creation, consumption and diffusion thereby making them a new subset called “Social 
Broadcasting Networks” (Shi, et al., 2014). This doctoral dissertation is specifically 
scoped to investigate news consumption in the present digital age through Facebook, 
Twitter and similar while also comparing and explaining their impacts on traditional 
news media (e.g. television) and news firms. Thus, this study studies Facebook, 
Twitter and similar, as news providers and information broadcasters by distinctly 
capturing their information broadcasting and social networking features. 
 
By bringing the social element into the sphere of information creation, 
consumption and exchange, social broadcasting networks (SBNs) have blurred the 
contemporary precincts between information-based businesses such as traditional 
news mediums (e.g. television, newspapers) and large SBNs such as Twitter and 
Facebook (Kwak, et al., 2010; Lotan, 2011). For example, contrary to popular belief, 
Kwak et al’s (2010) study questions whether Twitter is a social network site or simply 
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news media based on its topological attributes and powerful role as an information 
transmitting and propagating medium. A study by Bakshy et al (2011) notes that 
unlike normal blogs, Twitter acts like a dedicated information disseminator. Such 
competitive elements present a unique opportunity to study the role and impact of 
SBNs on traditional firms. Past studies on the impact of such networks such as for 
example, Zeng & Wei’s (2013) study on social ties and user-generated-content on 
Flickr (a digital social photo sharing network) finds that users gain remarkable 
visibility by generating and consuming content that is superior to similar content 
produced by professional agencies. Such findings provide firms the opportunity to 
leverage the capabilities of SBNs and utilize them for sourcing, communicating, 
delivering and consuming information (Grace-Farfaglia, Dekkers, Sundararajan, 
Peters, & Park, 2006). 
 
SBNs have altered the ways in which news firms conduct their businesses but 
more importantly changed the perceptions of individuals in consuming information 
digitally (Riemer, et al., 2015). For example, a smartphone (e.g. iPhone) is used for 
performing multiple functions such as watching videos, reading news or sharing 
messages and ideas. This has overwhelmingly disrupted the traditional practices of 
communication and information consumption. Such disruption occurs and is observed 
at multiple levels: (i) Individual level (Riemer, et al., 2015): For example, people 
consume news on their personal digital devices (e.g. smartphone) by connecting to 
social broadcasting networks’ apps (ii) Work and business practices (Riemer, et al., 
2015): For example, news firms use SBNs as an alternate news delivery medium. 
Adopting SBNs in the workplace (e.g. Yammer) has disrupted the way information 
and knowledge is created, consumed, shared, managed and controlled by stakeholders 
in the organisation (Kane, 2015), and (iii) Society (Riemer, et al., 2015): For example, 
users consuming and generating news content on SBNs (e.g. Facebook) have 
disrupted traditional ways of public opinion making, news creation and journalism 
practises (Riemer, et al., 2015). 
 
The role of SBNs in (i) disrupting traditional ways of consuming news, and (ii) 
threating the reputation and identity of traditional news firms and publishing 
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companies (Kietzmann, Hermkens, McCarthy, & S., 2011) has been largely under-
researched or overlooked in past studies. This study investigates the defiant roles of 
SBNs that attract the general public as well as traditional news firms in creating, 
delivering and consuming information. Yet, changing patterns of news consumption 
show that such networks ironically threaten the same news firms that seek its benefits. 
In doing so, this study responds to calls made by scholars in the Information Systems 
(IS) domain to research the importance, strength and drawbacks of digital social 
technologies and theoretically explain their mechanisms and dynamics (Kane, et al., 
2014; Urquhart & Vaast, 2012). 
 
News Consumption on Social Broadcasting Networks 
  
Social broadcasting networks are driven by user-generated-content (Kaplan & 
Haenlein, 2010). This has disrupted the ways in which people understand products 
and services and their reciprocal consumption (Dewan & Ramaprasad, 2014). 
Consumers are more conscious and knowledgeable on how technology can enhance 
their consumption experiences (Dewan & Ramaprasad, 2014). For example, people 
access music through music blogs, online music services and digital versions of song 
albums shared online by other consumers. News consumer’s display similar tends. 
They are not bounded to any traditional news mediums such as television or 
newspaper or to a sole online news website and news aggregator. Rather, they 
traverse through diverse online sources (e.g. blogs) and different SBNs (Pew 
Research Center, 2013; Williamson, Qayyum, Hider, & Liu, 2012) expecting and 
demanding news in fast, convenient and smart ways consummate with a deep social 
and human touch. In addition, online viral effects of news consumption, diffusion and 
sharing exhibit actions similar to real-life contagion behaviours such as spontaneity, 
unpredictability, irrationality or disorderliness (Coleman, 1990).  
 
SBNs have empowered mass news consumption due to their (i) universal 24/7 
availability (ii) easy access, intuitive usability and applicability across geographical 
boundaries, (iii) connectedness with consumers through technology-enabled devices 
(e.g. smartphones), and (iv) low costs (Susarla, Oh, & Tan, 2011). By amalgamating 
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computing, communicating and connectivity technologies (Bharadwaj, El Sawy, 
Pavlou, & Venkatraman, 2013; Oestreicher-Singer & Zalmanson, 2013), SBNs have 
deeply impacted news consumers and transformed novel ways of communicating, 
connecting, creating and consuming newsworthy information (Bruns, Highfield, & 
Ann Lind, 2012; Pentina & Tarafdar, 2014). For example, WhatsApp allows 
individuals to consume and communicate information with other individuals or within 
closed networked groups. Facebook updates allow individuals to connect, share and 
consume news posted by network members while Twitter enables news reporting as 
well as news consumption through browsing, reading or following tweets. Thus, 
SBNs provide individuals the liberty to freely acquire, adopt and use the networks and 
the information therein with utmost ease and with minimal technical expertise or 
experience in using the technology (Ye, Seo, Desouza, Sangareddy, & Jha, 2008). 
More importantly, it renders users the choice and freedom to switch news 
consumption between similar or substitutable news broadcasting mediums based on 
the utility and gratifications afforded by a medium (Yuan, 2011). For example, 
individuals reading news tweeted by a news firm can instantly switch to the news 
firms’ website by clicking the web link provided with the news tweet. Likewise, 
individuals on SBNs can also switch their news consumption (e.g. reading news) to 
other Internet-based (e.g. news websites) or offline news mediums (e.g. television 
channels) at their own will and time based on social and psychological needs for 
selecting a specific medium or news content area (Diddi & LaRose, 2006) for 
obtaining more information or verifying the news. For example, a 2013 media 
consumer report in the United States finds that Facebook news consumers also watch 
news broadcasts on local television (Pew Research Center, 2013). However, such 
reports do not offer any analysis on what causes the switching behaviour of news 
consumers nor advocate the impact of such behaviours on traditional news firms. In 
contrast, this doctoral dissertation investigates news consumption behaviours on 
SBNs for understanding (i) the impact on individuals, and (ii) the implications of such 
impacts on traditional news firms. 
 
News behaviours have serious implications for news firms, as these firms rely 
on individuals, as valuable resources, for generating readership and revenues (e.g. 
through subscription, advertising) (Dutta-Bergman, 2004; Hirst, 2011; McCombs, 
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Holbert, Kiousis, & Wanta, 2011). The role of SBNs in enticing mass consumption on 
such networks is endorsed by a recent news consumption report in the United States 
(these are generally global trendsetters), which finds that the millennial generation 
(i.e. those born in 1990 and thereafter) in the United States use Facebook for 
consuming political news (Pew Research Center, 2015). Such findings suggest 
opportunities for firms in leveraging the capabilities of SBNs for generating public 
participation, dialogue, content creation and distribution (Grace-Farfaglia, et al., 2006; 
Macnamara & Zerfass, 2012). But, it also shows how SBNs can potentially threaten 
the reputation, identity and business of traditional news firms and publishing 
companies (Kietzmann, et al., 2011). Adversarial effects of SBNs on traditional and 
established news firms (e.g. newspaper publishers) are observed through declining 
readership and dwindling advertising revenues. In addition, the quantum and quality 
of contemporary journalistic content is also affected by the legitimacy gained by 
individuals in creating, reporting, sharing and consuming news through such networks 
(Bruns, et al., 2012). This study observes changes in news consumption caused by the 
proliferation of SBNs, which occur in subtle, gradual and discreet ways. Such changes 
can be highly disruptive (e.g. news consumption on SBNs can be addictive) and limit 
the news consumer from switching back to traditional news mediums for consuming 
newsworthy information. 
 
The Dichotomous Role of Social Broadcasting Networks 
 
Anecdotal evidence suggests that news firms react swiftly and adopt SBNs 
without adequately considering how to deploy them for bolstering long-term 
sustainability and maintaining competitive advantage. This is similar to the advent of 
the Internet (in the late 1990s) when firms caught in the fervour and frenzy of 
reaching mass consumers “forfeited important proprietary advantages” (Porter, 2001, 
p. 63) and rushed into misguided associations causing negative outcomes such as 
capital loss, poor return on investment and zero profitability (Porter, 2001). The 
dichotomous role of SBNs, which benefits news firms, yet potentially hurts their 
readership and revenue lines command a strong and theoretically sound inspection. 
By investigating the news consumption of individual’s on SBNs, this study seeks to 
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explain the defiant role of SBNs that benefits traditional news firms yet ironically 
threatens their survival. 
 
Media and User Influence Effects  
 
The pervasive role of SBNs can be attributed to superior utilization and 
management of information-centric products such as news rather than their physical 
ownership and control of such products (Riemer, et al., 2015). Based on the centrality 
of newsworthy information produced and delivered on SBNs, two key product 
characteristics are observed: (1) the “information goods” nature of news (Dewan & 
Ramaprasad, 2014, p. 101) which makes news easily and freely sharable, distributable 
and consumable (another example is music). Such information-centric products are 
easily unbundled from their core product host such as buying a sole music track of a 
music album or reading a piece of news without having to buy or read the complete 
newspaper (i.e. in its digital version), and (2) the “experience goods” nature of news 
(Dewan & Ramaprasad, 2014, p. 101) whereby people exercise choices in how they 
consume (e.g. browse, tweet), share or recommend newsworthy information on SBNs. 
News consumption on SBNs is driven by consumer needs and wants rather than 
controls vested by news firms in deciding what, how and when the consumer should 
consume news (McCombs, et al., 2011). In such transformative trends, consumers 
dictate the key elements serving their consumption choices. These elements include 
demand and control over (i) how, when and where news should be consumed, and (ii) 
the ownership of user-generated-content (Setia, Venkatesh, & Joglekar, 2013). Thus, 
the relative advantage of SBNs in facilitating (i) open access and connectedness to 
information and information providers (ii) ownership of information (iii) immediacy 
of news, and (iv) control over what, when and how news is consumed, challenges the 
“dialectic tensions between the public-interest role of the news media” (Hirst, 2011, p. 
15) viz. needs and desires of people for consuming news and the controlling power of 
news firms. 
 
Individuals reporting and sharing newsworthy and entertaining content 
implicitly exert influence on other users in SBNs for consuming their content (both, 
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user-generated and shared). This is a critical driver of mass consumption as well as 
the networks’ successful functioning (Shi, et al., 2014). The exchange of content in 
such networks create a “web of cooperative relationships that breeds norms, trust, 
common purpose, and coordination – that is social capital” (Kane, et al., 2014, p. 
277). Therefore, people of repute such as for instance, entertainers, business leaders 
and head of states frequently use SBNs in order to (i) connect with the masses, 
supporters and stakeholders, (ii) garner, reclaim and retain public support and trust, 
and (iii) influence future social, business and political ideas and trends. From the 
context of consumers, SBNs and the content they provide offers individuals the 
opportunity to connect with important and famous personalities (e.g. by following 
people of repute on Twitter) which otherwise is extremely difficult in the real world. 
Consuming such content provides individuals “information, influence, or social 
support” (Kane, et al., 2014, p. 277). News practitioners (e.g. reporters) also utilize 
SBNs, in their personal capacities to (i) instantly disseminate news (ii) promote their 
individual profiles, and (iii) influence people to engage with the news companies they 
represent. For example Anderson Cooper, anchor of CNN’s AC360 program and 
correspondent for 60 Minutes on CBS tweets news to more than 7 million followers2. 
 
Media and user influence effects are important for understanding the 
nomological net of SBNs for explicating the opportunities or threats they pose. 
Anecdotal commentary suggests that user influence and affinity spawned by mass 
individuals in SBNs result in the continuance of news consumption in the networks 
and aid its evolving role as a powerful platform for broadcasting information and 
sourcing, delivering and consuming news. Thus, it is germane to investigate SBNs 
and consumption flows in such networks in order to develop new ontological and 
theoretical understanding of the entanglement of technology and social activity that is 
dynamic, at times ephemeral and pervasively ubiquitous. 
 
The key elements discussed above form the introductory and motivational 
premise of this study. This research aims at contributing to the discussion and calls 
made by scholars in the IS domain for providing more theory-guided understanding 
2 https://twitter.com/andersoncooper?ref_src=twsrc^google|twcamp^serp|twgr^author 
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on the precise, innovative and dynamic role of new and emergent digital social 
technologies (Boyd & Ellison, 2008; Kane, et al., 2014; Urquhart & Vaast, 2012). In 
doing so, this study reveals the critical mechanism and functioning of SBNs and their 
potential impacts on traditional news firms in general and business and IT strategies 
in particular. 
 
STUDY CONTEXTS 
 
The contexts described below enable scoping this study. By investigating the 
news consumption activities of individuals on SBNs, this study seeks to evidence the 
unique role of such networks and analyse the study findings to understand its 
reciprocal implications on traditional news firms and their digital business strategies. 
 
Traditional News Media 
 
Traditional news media (e.g. newspaper, television and radio broadcasting 
firms) present an inimitable environment-related context for comparing the role of 
SBNs and their impact. This is because traditional news firms have been described as 
entirely disrupted (Aral, Dellarocas, & Godes, 2013) by the interoperability and 
collaborative capabilities of digital social technologies such as SBNs. These SBNs 
have made news highly participatory, social and partisan (Gupta & Brooks, 2013). 
They have become alternate sources for consuming news and “news-like information” 
(Hirst, 2011, p. 12). Traditional news firms engage with SBNs by routinely tweeting 
news headlines and featuring amateur video footage depicting eyewitness accounts in 
their newscasts and news reports. Such citizen and amateur videos are popular due to 
their “greater immediacy than professional footage” (Standage, 2011). A report by 
Oriella PR Network (2012) sheds light on the influence of mass user-generated-
content in SBNs, which drives news sourcing and consumption. The report finds that 
journalists increasingly monitor tweets (i.e. on Twitter) and source information posted 
by individuals and groups on SBNs such as LinkedIn or Facebook to pursue story 
leads, create news reports, find new story ideas, and endorse and authenticate news 
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stories. Likewise, news firms utilize SBNs for delivering news to mass audiences in a 
bid to lure them to their traditional news mediums (e.g. news website, television 
channel). For example, Cable News Network (CNN) tweets news headlines to its 
more than 27 million followers on Twitter3 in a bid to drum up news readership on its 
traditional television channel and news website. For news firms such news deliveries 
are immediate and interactive, as SBNs help in further sub-delivering the original 
news (e.g. through re-tweets, Facebook comments, updates on LinkedIn, personal 
blogs). In addition, posting web links of news stories on SBNs aid news firms in 
attracting audiences to their news websites and traditional news mediums (e.g. 
television channels) (Hong, 2012). Instant news dissemination on SBNs also helps 
news practitioners in promoting their individual profiles while also influencing 
audiences to engage with the news companies they represent. For example, Anderson 
Cooper, anchor of CNN’s AC360 program and correspondent for 60 Minutes on CBS 
tweets news to more than 7 million followers4. 
 
News Consumption 
 
News consumption offers the activity-related context for understanding how 
mass network of people consuming news on SBNs help in building its critical mass, 
reputation and influence. As per 2013 estimates, one in four individuals worldwide 
used SBNs in some form or the other (eMarketer, 2013) for communicating, 
networking, consuming and sharing information or shopping online. This usage is 
predicted to hit 2.55 billion by 2017, which denotes that a third of the global 
population is likely to be digitally connected through SBNs. Recent news 
consumption reports in the United States (these are generally global trendsetters) find 
that the millennial generation in the United States use Facebook for political news 
(Pew Research Center, 2015). This report built on a previous 2013 report on the role 
of Facebook for news finds a third of the adult U.S population using Facebook for 
consuming news (Pew Research Center, 2013). Thus, this study situates news 
3 https://twitter.com/cnnbrk 
4 https://twitter.com/andersoncooper?ref_src=twsrc^google|twcamp^serp|twgr^author 
29 | P a g e  
                                                 
Chapter 1: Introduction 
consumption as a crucial element for investigating the potential of SBNs and their 
reciprocal effects on traditional news firms and their digital business strategies. 
 
News Consumption Behaviors 
 
Past studies on post-adoption of IT treat the continuous use or the decision for 
continuing the use of an innovation, technology or product as similar (Ye, et al., 
2008). Such treatment relies on the assumption that specific technologies (e.g. Web 
2.0 applications) represent the innovation (i.e. SBNs). This is a reasonable assumption 
based on the setting of many digital social technologies (e.g. SBNs) that have multiple 
products, which are similar in functionality and substitutability (e.g. Yammer and 
LinkedIn). However, in the context of this study, users switching news consumption 
from SBNs (e.g. Twitter) to a substitute that serves similar needs, such as a television 
news channel or a news website constitutes partial or intermittent replacement of 
news mediums fulfilling similar needs (Bhattacherjee, et al., 2012). In such scenarios, 
users potentially opt for both, SBNs and offline news mediums on a concurrent basis 
for a stipulated period of time by evaluating the news mediums. 
 
This study develops and tests a model depicting individuals (i) switching their 
news consumption from SBNs to traditional news firms, and (ii) continuing their 
news consumption on SBNs. The research model serves as a strong start-up for 
understanding IT switching and continuance behaviours by incorporating the supply 
side effects (e.g. availability of similar products) as well as the demand side effects 
(e.g. user needs and preferences). 
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STUDY GOALS AND RESEARCH OBJECTIVES 
 
The key goals and objectives of this study, based on the research intentions and 
scope are to: 
(i) Build a conceptual theory-guided explanation of the dichotomous role 
of SBNs that benefit traditional news firms as well as show the 
potential to be a threat (viz. superior news broadcasters) to the same 
news firms that seek its benefits. This helps in understanding the 
occurrence of new phenomenon underlying emergent digital social 
technologies. 
 
(ii) Empirically evidence the changes in the news consumption of people 
for understanding how the influence of SBNs and user influences in 
SBNs affect the news consumption of individuals. 
 
(iii) Investigate SBNs for developing new ontological and theoretical 
understanding of the entanglement of technology and social activity. 
 
(iv) Evaluate the epistemic value of SBNs and analyse the reciprocal 
impacts on news behaviours on SBNs. 
 
Research Questions 
 
Based on the goals and objectives of this study, key research questions are: 
 
• What factors influence news consumption on social broadcasting networks? 
• What is the impact of news consumption through social broadcasting networks 
on traditional news firms?   
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RESEARCH SIGNIFICANCE  
 
This study makes several significant contributions to both research and practice. 
 
 First, this study captures a unique role of digital social technologies by 
categorizing networks such as Twitter and Facebook as SBNs. In doing so, it exposes 
distinctive attributes of traditional news media embedded within SBNs. This bridges 
the understanding of SBNs as mass information and communication mediums. It 
exposes recursive consequences on the producers and users of these networks as well 
as traditional news providers thereby contributing to new and expanding research and 
knowledge of SBNs in the IS domain. In addition, it extends the knowledge of media 
systems relationships and their potential information value, dependency relationships 
between audiences and news mediums, and intentional and unintended media effects 
on consumers. 
  
Second, this study evaluates the epistemic value of SBNs in facilitating a sound 
theoretical explanation of how these networks influence news firms and drives them 
to fuse their business functions using the networks. This brings new understanding to 
the evolution of digital business strategies aided by SBNs, which past studies have not 
discussed or investigated.  
 
Third, this study empirically validates the news consumption of individuals on 
SBNs for understanding the role of digital social technologies in shaping the 
relationship of news audiences and news firms. Using the theoretical tenets of the 
two-factor theory, social influence and social impact and the uses and gratifications 
theory, it explicates a unique phenomenon where on the one hand, users on SBNs 
make media choices (e.g. switching to traditional news mediums such as a news 
website or newspaper) based on seeking information and gratifying their need for 
consuming news while on the other, they fulfil all their news consumption through 
SBNs without the need for alternate traditional news mediums. These behaviours 
depict a dichotomously distinct role of SBNs, which on the one hand benefit news 
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firms, yet on the other show superior potential in attracting audiences and providing 
broadcasting services where users can author, produce and consume informational 
newsworthy content with ease, low to no costs and at any desired time. This is 
perhaps the first study to evidence a unique phenomenon in digital space that 
potentially has serious implications on other businesses such as real estate and travel 
besides news and publishing firms.    
   
Fourth, as indicated in the earlier sections, SBNs have emerged as important 
platforms for reporting and delivering news given its low operating costs, 
instantaneous real-time broadcasting and capability to be a leading indicator of future 
news coverage. This has raised serious doubts on the ability of news firms to 
influence users that consistently use SBNs for fulfilling their news requirements. This 
study provides new understanding on the innovativeness of digital social technologies 
and their capabilities. It demonstrates how information or knowledge disseminated 
through SBNs poses elusive challenges and dilemma to traditional news firms. In the 
process it stipulates news firms to better interpret technological innovations and their 
impacts on business processes and functions for managing organizational and 
technological change. 
 
Fifth, news firms synchronize SBNs with business functions to form a unified 
and functional digital business strategy. However, the effervescence and ubiquity of 
SBNs suggest that a firm’s digital business strategy that includes engagement with 
SBNs is generally in a state of flux. This is because the adoption of SBNs is based on 
its perceived value and use. This study highlights the influence of SBNs that makes it 
valuable to news firms. On the other hand, it also focuses on the influence of users in 
SBNs on other users. This has a potentially adverse effect on news firms, as their goal 
of influencing mass individuals to their traditional news medium is not adequately 
fulfilled. In the process of explaining the above mechanisms, this study emphasizes 
the affordances of SBNs (Treem & Leonardi, 2012), which makes their use extremely 
lucrative and appealing to both, individuals and organizations. Key affordances put 
forth by Majchrzak, Faraj, Kane, and Azad (2013) are listed below. 
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• SBNs make users and their networks, behaviours and preferences and 
the information created and shared visible to all (visibility) 
 
• SBNs allows information that is created and shared to be permanently 
accessible to all (persistence) 
 
• SBNs allow users to revise and change content (e.g. edit, amend, add, 
delete) (editability) 
 
• SBNs enable the creation and sustenance of relationships between users 
(association) 
 
When the adoption of SBNs by a news firm is conflated with greater interest in 
creating and sharing newsworthy information and forming networks and alliances, 
news consumption of people is likely to change dramatically as technology use (i.e. 
SBNs in this study) becomes more prevalent globally (Althaus & Tewksbury, 2000). 
Thus, this study investigates and analyses the changes in the news consumption of 
individuals, as that is critical in examining how SBNs better satisfy the news and 
information needs of people. The inference of how such news and information 
consumption is influenced by SBNs and how that makes SBNs a potential threat to 
news organisations is largely under-reported and not adequately investigated by past 
studies. This study succeeds in accomplishing that through a succinct conceptual 
discussion. In addition, this study brings added value by analysing the impact of 
SBNs (evidenced through the news consumption of individuals) on the digital 
business strategy of a news firm. These value prepositions are largely under-
researched in past studies. 
 
Sixth, this study observes that SBNs as dynamic IT applications disrupt the 
existing stasis (long phases of comparative unchanged form) of news consumption. 
Historically, news consumption has always been based on news delivered by news 
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firms at pre-scheduled intervals and in predefined formats where such content is finite 
(e.g. a daily newspaper edition that contains mostly text, a few photos and finite pages 
or a daily news broadcast that is scheduled at a predefined time and has finite content 
and duration). News firms control their mediums and content available for 
consumption. SBNs on the other hand break the monopoly of news firms by making 
information and news consumption dynamic, accessible 24/7 and available through 
digital devices (e.g. smart phones, tablet computers) where news content is largely 
unlimited and produced on a 24/7 basis. This makes news consumption that was once 
restricted and controlled by news organisations increasingly transparent, dynamic and 
non-interventionist. This study provides a clear and comprehensive picture of the 
changes in the relationship between news firms and news consumers evidenced 
through the news consumption of individuals on SBNs. This provides a significant 
step towards understanding how the benefactor role of social media (towards news 
firms) is susceptible to change into a potentially competing role. 
  
UNIT OF ANALYSIS 
 
A basic element of a research project is the unit of analysis (Long, 2004). This 
is who or what of the undertaken study that a researcher generalizes. There are often 
different units of analysis based on the domain of study undertaken (Long, 2004). For 
example, in the social sciences, communities or groups are often the units of analysis. 
Units of observations are different from the units of analysis (Long, 2004). Some of 
the common units of analysis in the IS domain are: Individuals, Work groups, 
Departments, Firms or organisations, IT and IS applications, and Projects. 
 
The focus and the objectives of this study necessitates data to be collected from 
users that are members and active participants of (i) SBNs such as Facebook and 
Twitter, and (ii) traditional news mediums such as television or newspapers. 
Attracting, building and retaining audiences are of utmost importance to the success 
of a news firm. Thus, the influence of users and their news consumption activities on 
SBNs is of paramount interest to news firms. This helps in understanding the 
35 | P a g e  
Chapter 1: Introduction 
attractiveness, reach and strength of SBNs, which aids news firms to adopt the 
networks and enhance firm performance (Shi, et al., 2014). As the implications of 
news consumption activities of people form the empirical facts relating to the research 
goals and constructs, data is collected and analysed at the individual level. This unit of 
analysis is in line with the level of abstraction suggested in the underlying theories of 
(i) two-factor (Herzberg, Mausner, & Snyderman, 1959), which is applied in this 
study (ii) uses and gratifications of communication and news media (Katz, Blumler, & 
Gurevitch, 1973), which is relevant in understanding dependency relationships 
between users and SBNs as news media, and (iii) social influence and impact (Latané, 
1981), which helps in understanding user influence on other users in SBNs. 
 
RESEARCH DESIGN 
 
Research design is the logical plan consisting of key steps of a research project. 
It includes defining the problem, research model development, data collection, data 
analysis and reporting the findings (Black, 1999; Yin, 1984). Figure 1 illustrates the 
key steps of the research design adopted by this study. 
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Figure 1: Research Design 
 
As depicted in Figure 1, this research follows six steps: (1) defining the research 
problems (2) reviewing literature (3) developing a theoretical / conceptual model (4) 
developing research hypothesis (5) designing a survey instrument and collecting data, 
and (6) analysing the data and interpreting the findings.  
  
THESIS STRUCTURE 
 
This thesis is structured in the following manner.  
 
Chapter 1 introduces the research motivation and background. This is followed 
by the research contexts, which enable scoping the study. Study goals, and key 
research objectives and questions are explained followed by the research significance 
and design. 
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Chapter 2 reviews key literature relevant to this study, which provides critical 
analysis of related concepts and constructs researched by past studies. The chapter 
also aims at facilitating the understanding of the theoretical framework and research 
model upon which this study is built. The chapter contains a critical analysis of past 
research in the following areas: digital technologies, social network analysis, SBNs as 
news media, principal components of SBNs, news consumption on SBNs, relative 
advantage of SBNs, user influence in SBNs, post-adoption IS/IT switching behaviour, 
post-adoption IS/IT continuance behaviour, two-factor theory and the comparative 
duration of news consumption on SBNs. 
 
Chapter 3 focuses on developing the research model and hypothesis. It provides 
the background and context of the study. Based on past studies on system use, the 
comparative duration of news consumption on social broadcasting networks construct 
denoting relative news consumption on SBNs (compared to traditional news 
mediums) is developed and operationalized. That is followed by introducing the 
research model comprising (i) news behaviours (viz. switching and continuance) on 
SBNs influenced by SBN attributes and prevailing user influences on other users in 
the network leading to either switching news consumption to traditional news 
mediums or continuing news consumption on SBNs, and (ii) news behaviours (viz. 
switching and continuance) influencing the overall duration of news consumption in 
SBNs compared to traditional news mediums. Based on the mentioned theoretical 
foundations and literature relating to the research model constructs, the study 
contextualizes the model through hypothetical propositions. 
 
Chapter 4 explains the research design and the methodology used in the study 
by focusing on three main areas: (i) operationalizing the conceptual model introduced 
in Chapter 3, (ii) developing measures for each construct in the research model, and 
(iii) designing and applying the data collection method (i.e. survey).  In this chapter, 
the objectives of data collection, appropriateness of the survey methodology, process 
of survey design, procedure of construct operationalization and the procedure of 
survey deployment are discussed. Further, the chapter introduces steps employed to 
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minimise the common method variance (CMV). Ethical concerns of this research 
project are addressed in the final part of the chapter. 
  
Chapter 5 focuses on data analysis and findings. This chapter elaborates the 
empirical quantitative data analysis procedures and tests the hypothesized 
relationships. The first section of the chapter focuses on the data analysis design, 
methods and data analysis procedures. The second section of the chapter reports and 
discusses the findings relating to descriptive statistics. The third section of the chapter 
describes testing of the structural model, nomological validity including testing of 
individual hypothesis. 
  
Chapter 6 summarises the research findings and discusses the contributions to 
research and implication for practise. It further provides a conceptual theory building 
discussion on the role of SBNs at the organisational level and explains its impact on 
the digital business strategy of news firms. The chapter concludes by listing the study 
limitations. 
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CHAPTER 2 
LITERATURE REVIEW 
 
This chapter reviews and reports a selection of literature relevant to this study. 
The literature review critically evaluates and analyses past studies relating to key 
concepts of this doctoral dissertation. The objectives of this chapter are to: 
  
(i) Determine and articulate the current level of knowledge in the domain 
of this study and assess further research avenues 
 
(ii) Identify key issues researched in this study and the corresponding gaps 
in the existing literature 
 
(iii) Identify important characteristics of the key elements of this study 
 
(iv) Introduce a theory that relates to the research questions and aids clear 
explanation of the key constructs 
 
(v) Formulate a logical and feasible approach for resolving the intended 
research questions and formulating conceptual arguments in a logical, 
and augmented way 
 
(vi) Position the current research by articulating and proposing implications 
for future research. 
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LITERATURE REVIEW STRUCTURE 
 
This literature review is structured as follows: 
 
First, it analyses the current body of literature on social network structures to 
understand their importance and significance in facilitating information dissemination 
and propagation. 
   
Second, it discusses the progression of digital social networks and their impacts 
on traditional businesses in order to understand core attributes and technology 
affordances. 
 
Third, it reviews literature on the engagement of news media and technology in 
order to understand media effects on consumer behaviour and reciprocal implications 
on news firms. 
 
Fourth, it examines news consumption on traditional news mediums as well as 
on SBNs for understanding the changes in consumer habits and the facilitating factors 
driving news consumption. 
 
Fifth, an overview of the theoretical lens employed in this research is presented 
for understanding news consumption in the present-day digital environment. In this 
section, the discussion is also focused on understanding the relationship between the 
relative advantage of SBNs and the influence of users in these networks on the overall 
duration of news consumption in SBNs. 
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Digital Social Networks 
 
Sociologists Emile Durkheim and Ferdinand Tonnies are credited with 
pioneering the concept of social networks in the late 1800s. Tonnies conceptualised 
society as a social contract where people socialize in groups such as talking and doing 
things in a friendly manner with other people5 because members in the group have an 
intrinsic desire to share values, beliefs and conflicts (Edosomwan, Prakasan, Kouame, 
Watson, & Seymour, 2011). Building on the work of Durkheim and Tonnies, social 
anthropologist J.A. Barnes was the first to moot the idea of a social network within a 
scientific context. In 1954, while researching social organising patterns in a simple 
Norwegian parish in Bremnes, Barnes (1954) comprehended the many ways in which 
people systematically interact with each other. His research investigated several 
factors influencing social life within a network such as (i) patterns of community life 
(ii) political system (iii) system of kinship and affinity (iv) common values, and (v) 
principles of organisation. However, it was American social psychologist Stanley 
Milgram that conceptualized indirect social relationships, which constitutes an 
important element in the present-day exemplar of a digital social network (Musial & 
Kazienko, 2012). Milgram argued that even if two persons did not know each other 
directly, they could share a reciprocal joint relationship through another person known 
to both (Travers & Milgram, 1969). Based on Marx’s (1956) conceptualisation of 
society as the sum of individual relationships connecting each other rather than their 
simple aggregation, and cited by Musial & Kazienko (2012), a social network can be 
defined as a “finite set of nodes (actors) and edges (ties) that link the(se) nodes” 
(Musial & Kazienko, 2012, p. 3). Refer Figure 2. 
 
5 http://www.merriam-webster.com/dictionary/socialize 
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Figure 2: Nodes & Edges of a Social Network (Musial & Kazienko, 2012) 
 
The cumulative attractiveness of the Internet and present-day Web 2.0 
applications (i.e. websites providing capabilities for user-generated-content and 
interoperability) has resulted in communicating, sharing, extracting, processing, 
consuming and computing social information (Musial & Kazienko, 2012) through 
vast user networks. This has created new digital communities often referred and 
described as online social networks (Howard, 2008), web-based social networks 
(Golbeck & Hendler, 2006), computer-supported social networks (Garton, 
Haythornthwaite, & Wellman, 1997; Wellman et al., 1996) or virtual communities 
(Castells, 2001; Faraj, et al., 2015). Although researchers have used different labels 
for describing social networks relating to information technology (IT), the common 
attribute of such networks is they are digital in nature and are aided by digital 
technologies. Besides, they are noticeably distinguishable from social networks in the 
real world through their: (i) lack of personal contact (ii) usually ambiguous and 
unreliable relations between virtual identities and their corresponding real world 
personalities (iii) simultaneous and multimodal communications between members 
and easy switching between online and offline communication channels (iv) 
simplicity in breaking, blocking or suspending relations (v) ease in gathering and 
processing data between members, and (vi) less reliable data of members (Musial & 
Kazienko, 2012). 
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Present-day researchers refer to digital social networks in diverse and different 
ways such as digital communication networks (Trier, 2008), social media (Kaplan & 
Haenlein, 2010), social network sites (Boyd & Ellison, 2008; Gil de Zúñiga, Jung, & 
Valenzuela, 2012), social media networks (Kane, et al., 2014), online communities 
(Faraj, et al., 2015), or social broadcasting networks (Shi, et al., 2014), which is the 
focus of this doctoral dissertation. Some key descriptions of Internet-based social 
networks that have evolved over time are presented in Table 1. These definitions (i) 
offer a generic view of Internet-based applications involving user networks, which are 
created, connected and managed digitally by users, wherein (ii) users engage in 
constructing their individual profiles, generating content, responding to generated 
content, exchanging content with other users and maintaining social and professional 
relationships, and (iii) depict user networks in digitally-enhanced spaces (network of 
computers) engaging with other users in real time, supported (iv) by technology and 
guided by norms and policies. However, these descriptions with the exception of 
social broadcasting networks do not capture the unique values of the networks on a 
more holistic and higher-order level. In comparison, SBNs refer to the simultaneous 
provision of broadcasting service and social networking (Shi, et al., 2014). 
 
Table 1: Descriptions of Internet-based Social Networks 
Descriptions Reference 
Computer-Supported Social Networks 
“When a computer network connects people or 
organizations, it is a social network. Just as a computer 
network is a set of machines connected by a set of cables, a 
social network is a set of people (or organizations or other 
social entities) connected by a set of social relationships, 
such as friendship, co-working or information exchange” 
Garton, et al. (1997) 
Note: This article is 
published in HTML 
format. Hence there 
is no page number6 
Online Social Networks 
“…online social networks are organized around users. 
Mislove, et al. (2007, 
p. 1) 
6 http://onlinelibrary.wiley.com/doi/10.1111/j.1083-6101.1997.tb00062.x/full 
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Participating users join a network, publish their profile and 
any content, and create links to any other users with whom 
they associate. The resulting social network provides a basis 
for maintaining social relationships, for finding users with 
similar interests, and for locating content and knowledge that 
has been contributed or endorsed by other users”  
Digital Communication Networks 
“…are defined as groups of people interacting in a virtual 
environment with a purpose, supported by technology, and 
guided by norms and policies” 
Trier (2008, p. 335) 
Social Network Sites 
“…web-based services that allow individuals to (1) construct 
a public or semi-public profile within a bounded system (2) 
articulate a list of other users with whom they share a 
connection, and (3) view and traverse their list of 
connections and those made by others within the system 
Boyd and Ellison 
(2008, p. 211) 
Social Media 
“Social media is a group of Internet-based applications that 
build on the ideological and technological foundations of 
Web 2.0, and that allow the creation and exchange of user 
generated content” 
Kaplan and Haenlein 
(2010, p. 61) 
Social Media Networks 
“…users (1) have a unique user profile that is constructed by 
the user, by members of their networks, and by the platform 
(2) access digital content through, and protect it from various 
search mechanisms provided by the platform (3) can 
articulate a list of others with whom they share a relational 
connection, and (4) view and traverse their connections and 
those made by others on the platform 
Kane, et al. (2014, p. 
279) 
Social Broadcasting Networks 
Websites like Twitter are “simultaneously a broadcasting 
service and a social network. Like content from most 
Shi, et al. (2014, p. 
124) 
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traditional mass media, user-generated-content on these sites 
is accessible by the public and is broadcast through directed 
subscription. The subscription relationships, as the only kind 
of user relationship, constitutes the social network” 
Online Communities 
“…new communication technologies that enable collections 
of individuals with common interests to congregate virtually 
and pursue shared interests, despite being separated by time 
and space”  
Faraj, et al. (2015, p. 
393) 
 
In this study, SBNs are used as a collective reference to Internet-based (also 
commonly referred as web-based) social networks (also popularly called social 
media) such as Facebook and Twitter. Their underlying digital technologies are 
amalgamations of communication, information, computing and connectivity 
technologies (Bharadwaj, et al., 2013). SBNs are distinguishable from other web-
based technologies (e.g. cloud computing, e-commerce websites) through the 
following criterions: (1) Users explicitly establish their relationships with other users 
by building or joining groups and friends (2) the network provides explicit support for 
making connections and generating content from users, and (3) relationships with 
other users are visible and browsable (Musial & Kazienko, 2012). Notable examples 
are Facebook, Twitter, LinkedIn, and Yammer. Although the nature and nomenclature 
of activities and connections vary from network to network, the terms network and 
networking are also often used interchangeably in extant literature to depict the 
occurrence of the phenomenon (i.e. network) and the relationships and activities 
within the network (i.e. networking) (Boyd & Ellison, 2008). 
 
Social Network Analysis 
 
In the past two decades, there has been renewed vigour and strong interest in 
network research and analysis across the social and physical sciences (Borgatti, 
Mehra, Brass, & Labianca, 2009) although social networks have been studied in the 
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social sciences domain for nearly a century (Borgatti, et al., 2009; Kane, et al., 2014). 
What has made social network analysis popular and unique in present-day times is its 
embedding with technology and focus on the “network as its central construct” (Kane, 
et al., 2014, p. 276). 
 IT-based studies in the pre-dot com era (prior to year 2000) analysed social 
networks by aligning them closely with computer-mediated-communications (CMC) 
and focusing on the technical attributes of different communication mediums and its 
impacts on information conveyed through the medium (Garton, et al., 1997). In this 
context, researchers investigated media-related consequences such as: (i) richness of 
cues that a medium conveys (e.g. text, visual and auditory cues) (Ngwenyama & Lee, 
1997) (ii) media selection based on message equivocality (Daft, Lengel, & Trevino, 
1987), and (3) media richness or features contributing to acceptance of a medium for 
corporate communications (El-Shinnawy & Markus, 1998). In contrast, studies 
involving group communications come relatively closer to the approach and analysis 
of social networks because they recognize that CMC use is subject to and governed by 
group dynamics and organizational influences (Poole & DeSanctis, 1990). Such 
studies involving group communications align their investigations using CMC-related 
theories such as critical mass (Markus, 1990), adaptive structuration (Poole & 
DeSanctis, 1990), social influence (Treviño, Webster, & Stein, 2000), and media 
richness (Daft & Lengel, 1986). These theoretical approaches recognize the 
involvement of group norms and networks, which contribute to the development of a 
critical mass and in turn influence the use of a communication medium (Garton, et al., 
1997). Since the last decade, there has been exponential growth of interactions 
through diverse digital communication mediums (e.g. email, mobile apps) beyond the 
confines of a bounded enterprise. This has made communication mediums and their 
structures, and online communities and their interactions, objects of strong systematic 
research within the domain of digital social network analysis (Trier, 2008). This 
confers and endorses the extrinsic motivation and importance of conducting this 
study. 
Given the enduring history of social network analysis in diverse disciples (e.g. 
communications, IS), the growing interest in network research can be attributed in 
part to a general shift from “individualist, essentialist and atomistic explanations 
toward more relational, contextual and systemic understandings” (Borgatti & Foster, 
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2003, p. 991). For instance, in the Information Systems (IS) domain, top journals such 
as Information Systems Research (ISR) and Management Information Systems 
Quarterly (MISQ) have published applications and outcomes of social network 
analysis (Refer Agarwal, Gupta, & Kraut, 2008; Kane, 2015; Kane, et al., 2014). 
Contemporary studies ranging from interpersonal social networks (Borgatti, et al., 
2009) to IT driven enterprise social networks (Kane, 2015; Mandviwalla & Watson, 
2014) offer a vast repertoire of theoretical frameworks to describe and explain 
behaviours associated and emerging in present-day digital social networks (Kane, et 
al., 2014). In understanding and analysing digital social networks, Borgatti & Foster 
(2003) offer a parsimonious 2 x 2 framework (refer Table 2) describing four canonical 
types of social network research consisting of “(i) explanatory goals (social 
homogeneity or performance variation) and (ii) explanatory mechanisms (network 
content of structure)” (Kane, et al., 2014, p. 277). 
This study adopts the explanatory mechanisms of environmental shaping (Kane, 
et al., 2014) to explain how the attributes of SBNs exert influence on the news 
consumption behaviour of individuals. It also takes into account users influencing and 
affecting relationships between users in the network, which either constrain or 
influence them to continue their news consumption on such networks. Such news 
behaviours expose the comparative use of SBNs by individuals in the present-day 
digital age and depict its impact on traditional news firms. 
 
Table 2: Canonical Social Network Research (Borgatti & Foster, 2003), 
cited by Kane et al (2014) 
Explanatory Mechanisms Defined (Kane, et al., 2014, p. 277) 
Explanatory Goals Structure Content 
Social Homogeneity Environmental Shaping 
“How the network 
environment exerts a 
predictable influence on its 
members” 
Contagion 
“How resources spread 
through a network and 
influence nodes” 
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Performance Variation 
 
Structural Capital 
“How particular structures 
of individuals’ relationships 
benefit or constrain them” 
Resource Access 
“How nodes access and 
benefit from resources 
available in the network” 
 
An important element of network studies is they focus on the causes of network 
structures and explain their consequences (Borgatti & Foster, 2003). According to 
Borgatti & Foster (2003), much of network research is emphasized on the 
consequences of networks in order to achieve legitimacy. A pragmatic strategy for 
acquiring legitimacy is to show that “network variables have consequences for 
important outcome variables that traditional fields already care about” (Borgatti & 
Foster, 2003, p. 1000). Unless networks establish legitimacy, it is pointless in 
describing their evolving nature and effects over time. Another motivation for 
preferring consequences over antecedents of social networks is the “structuralist 
heritage of the field” (Borgatti & Foster, 2003, p. 1000). The work of leading 
sociologists such as Peter Blau who specialised in organizational and social structures 
(Blau, 1977) and Bruce Mayhew who supported the structuralist (sociological) view 
of social phenomenon (Mayhew, 1980) brought much credibility to actor 
consequences in a network, which helped gain wide support for network 
consequences in the social sciences (Borgatti & Foster, 2003). Thus, consequences for 
actors in a network have dominated network thinking, as the environment (or context) 
for action provide opportunities or constrain behaviours. This study investigates the 
effects of individuals’ news consumption activities on SBNs influenced by the 
network and users in the network. It provides a critical evaluation and analysis of 
SBNs and their impeding consequences on traditional news firms. Thus the study 
lends support and is consistent with the widely accepted structuralist agenda for 
conducting network analysis. 
A selection of seminal work on digital social networks and their study 
perspectives published in leading IS and related management, computer and 
organizational behaviour journals are presented in Table 3. These studies can be 
broadly summarized as relating to (i) the typology and ontological characterization of 
the fundamental nature of digital social networks: For example, the study by Borgatti 
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and Foster (2003) review the typology of emerging social network paradigm (ii) 
opportunities and benefits provided by these networks: For example, Faraj, et al. 
(2015) propose  a framework for integrating behavioural and structural approaches in 
exploring the antecedents of leadership in online communities, and (iii) 
conceptualisations: For instance, Rosemann, et al. (2011) conceptualise large-scale 
digital service providers such as Facebook and Twitter as digital complementary 
assets based on the notion of public goods (Teece, 1986). In contrast, this doctoral 
dissertation reveals the influence of SBNs and the influence in SBNs impacting the 
news consumption of individuals. That leads to logically interpreting and 
conceptually building theoretical explanations on the role of SBNs and their impact 
on traditional news firms.  
 
Table 3: Selected Studies and Perspectives on Digital Social Networks 
Source Study Perspectives Broad Themes 
Garton, et al. (1997) 
(Journal of Computer-
Mediated 
Communication) 
The study analyses the usefulness of 
the social network approach for 
studying computer-supported 
cooperative work in a virtual 
community and diffused interactions 
over less bounded systems such as the 
Internet. 
Opportunities and 
benefits 
Borgatti and Foster 
(2003) 
(Journal of 
Management)  
The study reviews the typology of 
emerging network paradigms in 
organizational research. It develops a 
set of dimensions along which 
network studies vary, including 
direction of causality, levels of 
analysis, explanatory goals, and 
explanatory mechanisms. 
Typology and 
ontological 
characterization 
Boyd and Ellison 
(2008) 
The study describes features of social 
networking sites and proposes a 
Characterization  
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(Journal of Computer-
Mediated 
Communication) 
comprehensive definition. It presents 
the historical evolution of such sites 
citing key changes and developments. 
Agarwal, et al. (2008) 
(Information Systems 
Research) 
The study presents an editorial review 
of ten papers on the interplay between 
digital and social networks. Makes a 
case for digital interaction among 
individuals and firms being embedded 
in, influenced by, and in turn 
influencing a social network. 
Opportunities and 
benefits 
Faraj, Jarvenpaa, and 
Majchrzak (2011) 
(Organization Science) 
The study discusses the scale and 
scope of knowledge collaborations in 
online communities occurring 
amongst people not known to each 
other. Investigates fluidity as a 
fundamental characteristic of online 
communities. Argues that fluctuations 
in tensions provide opportunities for 
knowledge collaboration when user 
responses encourage interactions to be 
generative rather than constrained.  
Characterization, 
Opportunities and 
benefits 
Rosemann, et al. 
(2011) 
International 
Conference on 
Information Systems, 
(ICIS) 
The study conceptualises large-scale 
digital service providers as digital 
complementary assets based on the 
notion of public goods (Teece, 1986). 
Differentiates three models for firms 
to engage with such assets and finds 
that user-base is critical.  
Conceptualisation, 
Opportunities and 
benefits 
Turban, Bolloju, and 
Liang (2011) 
Journal of 
Organizational 
The study reviews opportunities 
provided by social networks adopted 
by business enterprises. Proposes a 
fit-viability model to evaluate issues 
Opportunities, 
benefits and risks 
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Computing and 
Electronic Commerce 
and concerns related to its successful 
implementation in the workplace. 
Examines potential risks and 
mechanisms for managing the risks.   
Xu, Ryan, Prybutok, 
and Wen (2012) 
(Information & 
Management) 
The study examines the use of social 
networking sites (SNSs) by proposing 
a model on the theoretical constructs 
of uses and gratifications. It explores 
the predictive value of utilitarian 
factors of SNSs and suggests that 
SNSs provide users with both 
utilitarian and hedonic gratifications 
and appropriate website features to 
evoke a sense of human contact. 
Characterization, 
Benefits 
Aral, et al. (2013) 
(Information Systems 
Research) 
The study proposes a broad research 
agenda for understanding the 
relationships among social media, 
business and society. Proposes a 
flexible research framework for 
guiding future research and 
identifying prospective areas of social 
media for future research.  
Typology, 
Characterisation 
Sundararajan, 
Provost, Oestreicher-
Singer, and Aral 
(2013) 
(Information Systems 
Research) 
The study suggests a broad direction 
for research into social and economic 
networks. It analyses four kinds of 
investigations: how IT creates and 
reveals networks whose connections 
represent social and economic 
relationships; content flows in 
networks and their economic, social 
and organisational implications; 
theories and methods for 
Opportunities and 
benefits 
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understanding and utilizing the rich 
predictive information in networked 
data; network dynamics and how that 
affects network evolution.  
Hajli (2014) 
(International Journal 
of Information 
Management) 
The study investigates online health 
communities for a better 
understanding of consumer behaviour 
using health services. It integrates 
social support theory and social media 
concepts with traditional consumer 
behaviour such as satisfaction. 
Characterization, 
Benefits 
Kane, et al. (2014) 
(MISQ) 
The study outlines several key 
differences between traditional offline 
social networks and online social 
media networks by juxtaposing an 
established typology of social 
network research with a well-regarded 
definition of social media platforms 
by articulating key features.  
Conceptualization, 
Typology and 
ontological 
characterisation 
Shi, et al. (2014) 
(MISQ) 
The study introduces social 
broadcasting networks as a sub 
category of digital social technologies 
by making a case for open access to 
information powered by decentralized 
information production and 
consumption, and expediting 
information diffusion through social 
interactions like content sharing 
similar to news broadcasters. Findings 
reveal that weak ties in the network 
engage more in the social exchange 
process of content sharing.  
Conceptualization, 
Opportunities and 
benefits 
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Faraj, et al. (2015) 
(MISQ) 
The study proposes a framework for 
integrating behavioural and structural 
approaches in exploring the 
antecedents of leadership in online 
communities focused on knowledge 
work. It finds that sociability, 
knowledge contribution behaviours, 
structural social capital lead to being 
identified as a leader by online 
community members. 
Typology and 
ontological 
characterisation 
This Doctoral 
Dissertation 
This study reveals the (i) influence of 
social broadcasting networks through 
its relative advantage, and (ii) 
influence in the networks through 
users affecting other users. Such 
effects on the switching and 
continuance of news behaviours in 
turn divulge the unique role of social 
broadcasting networks and depict a 
potential dual impact on traditional 
news firms - one that benefits the 
firms while the other challenges them. 
Conceptualisation, 
Characterisation, 
Opportunities and 
drawbacks 
 
Social Broadcasting Network as a News Medium 
 
During the 2012 U.S. presidential elections, Rob Johnson, campaign manager 
for Governor Rick Perry while commenting on the role of digital social networks in 
political campaigns said, we no longer click refresh on websites or wait for the 
paperboy to throw the news on our porch. We go to Twitter and learn the facts before 
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others read it 7 (Youngman, 2012). The distinctive benefits of SBNs such as Twitter 
stem from their technological infrastructure (Shi, et al., 2014). Beyond its inference as 
a micro-blogging medium, Twitter and similar mediums such as Tumblr, Sina Weibo 
simultaneously combines information broadcasting and social networking features. 
Similar to traditional news mediums (e.g. newspaper, television), information on such 
networks in the form of user-generated-content is accessed by the public through 
directed subscription (e.g. following people, browsing, re-tweeting). The broadcasting 
feature differs from traditional news mediums such as for instance television, in its 
decentralised structure. It represents a full spectrum of communications from a variety 
of news (e.g. breaking news, headline news) to private dialogues and comments (Wu, 
et al., 2011). The social networking aspect of these networks also differ such as for 
example, Twitter is an open network but loosely structured through a unilateral 
establishment of following-follower relationships in comparison to Facebook that 
maps real-life friendships, acquaintances or connections (Shi, et al., 2014). Thus, the 
combination of social networking coupled with facilitating the delivery, distribution, 
diffusion and consumption of information justifies assigning such networks as SBNs 
(Shi, et al., 2014). Studies in the computer and IS disciplines support this view. For 
example, a study by Kwak et al (2010) identifies Twitter as a news medium beyond 
its declared value as a social network based on its topological characteristics and 
information sharing capabilities. Wattal et al (2010) investigating the role of 
Facebook and Twitter (also referred as Web 2.0 technologies) in influencing political 
agendas find that these networks (i) augment television and the print news mediums 
by creating new forms of personalized content (ii) allow immediate and continuous 
dissemination of information at low costs to individuals, and (iii) offer affordances of 
diverse media integration and active participation. In addition, researchers have 
commented that SBNs have erased the traditional boundaries between such networks 
and traditional news mediums by fusing the social element with the functions of 
information production, delivery and consumption (Lotan, 2011; Wu, et al., 2011).  
The features of a SBN include (i) provisions for creating digital profiles (ii) 
ability for accessing, searching and protecting content (ii) providing mechanisms for 
creating ties and connecting with other users, and (iv) providing network 
7http://www.reuters.com/article/2012/11/07/net-us-usa-campaign-social-
idUSBRE8A60W320121107#EYkDsmgTFYyY5vvt.97 
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transparency. These features are summarized in Table 4. They are based on the 
definition of digital social networks put forth by Kane et al (2014), which adapts the 
work of Boyd & Ellison (2008) and Ellison & Boyd (2013). These features relate 
largely to the social element of SBNs. 
 
Table 4: Social Features of Social Broadcasting Networks (Boyd & Ellison, 
2008; Ellison & Boyd, 2013; Kane, et al., 2014) 
Feature Description (Adapted from Kane, et al., 2014, p. 280) 
Digital Profile “The platform provides a unique user profile that is constructed 
by the user, by members of their network, and by the platform.” 
Search and Privacy “Users can access digital content through and protect it from 
various search mechanisms provided by the platform” 
Relational Ties “The platform provides mechanisms for users to articulate a list 
of other users with whom they share a connection” 
Network 
Transparency 
“Users can view and traverse their connections and those made 
by others on the platform” 
 
Similar to features relating to the social elements of SBNs (as stated above), 
features relating to its broadcasting element include capabilities that provide: (i) 
collaborative communications between mass users (Glynn, Huge, & Hoffman, 2012) 
and global connectedness (Faraj, et al., 2015) (ii) content diversity in the form of text, 
audio, videos and pictures (Thelwall, 2008) (iii) global accessibility of content (Vuori, 
2012) (iv) immediacy of information (Kietzmann, et al., 2011) (iv) selectivity and 
control over content (Yuan, 2011) (v) portability (Weinberg & Pehlivan, 2011), and 
(vi) timeliness of information (Kwak, et al., 2010). These are summarized in Table 5 
based on a selection of diverse literature from the IS and communication domains. 
These features depict the ubiquity and dynamism of SBNs. They help in 
understanding how SBNs are distinctly superior to traditional news mediums as mass 
information broadcasters. Posing SBNs in comparative frames reflect their competing 
potential, in light of the benefits and affordances they offer. This in turn, helps in 
56 | P a g e  
Chapter 2: Literature Review 
framing questions for evidencing how news behaviours and other influences can assist 
in revealing the role of SBNs that may not be apparent and visible upfront.  
    
Table 5: Broadcasting Features of a Social Broadcasting Network  
Feature Description Literature 
Collaborative 
Transmittal, and 
Global 
Connectedness 
One-to-many, many-to-many 
communications and information 
dissemination. Allows mass user 
interactions, participation, 
information sharing 
(Faraj, et al., 2015; Glynn, et 
al., 2012; Hong, 2012; 
Hopkins, 2012; Kaplan & 
Haenlein, 2010; Kietzmann, et 
al., 2011; Kwak, et al., 2010; 
Metzger, 2009; Thelwall, 
2008; Vuori, 2012) 
Content 
Diversity 
Convergence of multimodal 
content (e.g. textual, aural, visual 
information). Quantitative, 
voluminous and fast moving 
content (i.e. frequently changing) 
(Kaplan & Haenlein, 2010; 
Rosemann, et al., 2011; 
Sundar, 2009; Thelwall, 2008) 
Global 
Accessibility and 
Immediacy 
Free and publicly available 24/7. 
No territorial limitations. Content 
delivery is instantaneous 
(Glynn, et al., 2012; Kaplan & 
Haenlein, 2010; Kietzmann, et 
al., 2011; Vuori, 2012; Xu, et 
al., 2012) 
Selectivity and 
Control 
Users generate content. They 
control and discretely select and 
utilize content (e.g. download, 
upload, save, share, recreate) 
(Kaplan & Haenlein, 2010; 
Kietzmann, et al., 2011; 
Thelwall, 2008; Yuan, 2011) 
Portability Content previously tied to 
designated instruments (e.g. 
television, radio, newspaper) and 
fixed locations are accessible, 
consumable and distributable 
through diverse digitally 
connected devices such as 
smartphones and tablets 
(Mitchell, Rosensteil, & 
Christian, 2012; Weinberg & 
Pehlivan, 2011) 
Timeliness of 
Information 
Updates and trending of 
information occurs in real time 
(Kaplan & Haenlein, 2012; 
Kwak, et al., 2010; Li & Ng, 
2013) 
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Principal User-Related Characteristics of Social Broadcasting 
Networks 
 
Social broadcasting networks have disrupted the ways in which individuals 
consume news. It has ushered a new period in time where mass participation in 
producing, disseminating and consuming news (Regner, Barria, Pitt, & Neville, 
2010), has challenged the monopolistic control of news firms over news content 
creation, delivery and consumption (McCombs, et al., 2011). Unlike in traditional 
news consumption (e.g. reading a newspaper) where audiences are passive receptors 
of information (Ball-Rokeach & Jung, 2009), individuals in SBNs are active 
processors and distributors of information. The way in which social broadcasting and 
networking works in tandem is best understood by analysing the core user-related 
characteristics of SBNs. In considering this, the study adapts the work of Deuze 
(2006), which identifies the principal constituents of the present-day digital culture.  
In present-day times, life in highly industrialized and modernized economies 
and societies is to some extent influenced and associated with a high degree of 
computerization. This has ushered a culture comprising activities in digital forms on 
the Internet, which are commonly called as cyber culture (Levy, 2001), information 
culture (Manovich, 2001) or Internet culture (Castells, 2001). This digital culture has 
shifted diverse forms of information production, distribution, consumption and 
communications to computer-mediated activities and processes (Deuze, 2006). This 
has resulted in an emergent value system and set of expectations expressed through 
digital communication mediums in the form of social thoughts and information, news 
reporting and curating of newsworthy information (Deuze, 2006). The praxis of this 
digital culture is an expression of individualism, globalization and post-nationalism 
(Deuze, 2006). In this digital environment, digital media (e.g. SBNs) play a prime role 
in enabling and extending the abilities of people in developing and building their 
social identity, influence and capital (Deuze, 2006). The practices that aid people in 
achieving those form the main user attributes in SBNs. Based on the study of digital 
culture by Deuze (2006), this doctoral dissertation cites three key user-related 
characteristics of SBNs: (1) Participation: “(Individuals) become active agents in the 
process of meaning-making” (Deuze, 2006, p. 66)  (2) Remediation: “(Individuals) 
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adopt but at the same time modify, manipulate and thus reform consensual ways of 
understanding reality” (Deuze, 2006, p. 66), and (3) Bricolage: “(Individuals) 
reflexively assemble (their) own particular versions of such reality (become 
bricoleurs)” (Deuze, 2006, p. 66). A summarized description of each characteristic is 
presented in Table 6.  
Table 6: Principal Characteristics of Social Broadcasting Networks 
[Adapted from (Deuze, 2006)] 
Component Description 
Mass Participation The emergence of collaborative media production by 
independent and diverse media producers such as news 
aggregators, independent radio stations, bloggers, organisations 
and individuals that create, distribute, re-disseminate and 
consume information (e.g. through Twitter, LinkedIn, 
Facebook). Participatory news engagement that uses multiple 
ways for reporting, sharing and consuming news. 
Remediation New media diverges yet also reproduces older media. Content 
producers manipulate the dominant ways of doing or 
understanding things in order to juxtapose, challenge or subvert 
the traditional mainstream media. For example, blogs offer 
narratives similar to those offered by newspapers or TV 
newscasts (e.g. selected content is chronologically arranged). 
Posters on Facebook (or Tweeters) provide links to mainstream 
news media or comment on content produced by news 
companies. 
Bricolage This incorporates practices and notions such as borrowing, 
mixing, plagiarizing, reusing, and reconstructing original news 
content and ideas to mimic or create new insights or meanings. 
Assemblage and tweaking of content is favoured over 
maintaining originality of the content. Reusing and redistributing 
edited or manipulated versions of the original content. 
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News Consumption on Social Broadcasting Networks 
 
The exponential uptake of the Internet and popularity of influential social 
broadcasting networks such as Twitter and Facebook has changed the way news and 
newsworthy information is sourced, produced, reported and consumed (Pentina & 
Tarafdar, 2014). The high volume of user-generated-content that amasses co-creation 
of information similar to news as well as global social connectivity and the diversity 
of such content and viewpoints has impacted the fundamental consumption of news 
and information (Metzger, 2009; Pentina & Tarafdar, 2014). As news disseminators, 
SBNs display functions similar to traditional news broadcasting mediums. Thus, by 
displaying similar functionality, SBNs supplant the use of existing traditional news 
mediums (Lee & Leung, 2008; Yuan, 2011). In doing so, SBNs provide news 
consumers control over (i) content selection (i.e. individuals can easily select from a 
vast range of multi-modal content based on their choice of content areas and interests, 
and (ii) distribution and consumption (i.e. individuals can decide when, where and 
how they wish to consume news and share it) (Bryant & Fondren, 2009; Metzger, 
2009; Pentina & Tarafdar, 2014). Through these dynamic changes, some important 
trends in the present-day consumption of news are observed. First, user-generated 
content and voluntary contributions such as witnessing of live events, personal 
analysis of issues, reporting news in the capacity of a citizen and sharing news on 
SBNs is accepted as a legitimate form of journalism (Pentina & Tarafdar, 2014; 
Riemer, et al., 2015). Second, the impact of mass consumption of news on SBNs has 
negatively affected traditional news firms and mass media broadcasters in terms of 
revenue losses, declining readership and forfeiture of quality content (Bruns, et al., 
2012). Third, the role of individuals as producers as well as consumers of newsworthy 
information has transformed the ethnography of news media production (Bruns, et al., 
2012). 
A recent study examining the role of news on SBNs conducted by the Pew 
Research Centre in conjunction with the John S. and James L. Knight Foundation, 
finds a majority of Twitter and Facebook users in the United States using the 
mentioned networks for consuming news on events and issues beyond that shared by 
family and friends (Barthel, Shearer, Gottfried, & Mitchell, 2015). The rise in news 
consumption on SBNs such as Twitter and Facebook is attributed to more users 
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finding and encountering news on the networks rather than an overall increase in the 
networks’ user bases (Barthel, et al., 2015). The increase is also attributable to the (i) 
potential rise of individuals reporting news, sharing news, posting new information 
and using the networks for consuming news (ii) heightened use of the networks by 
news firms for delivering and consuming news, and (iii) changes in the networks’ 
content and algorithms structure and filters (Barthel, et al., 2015). 
  This study defines news consumption on SBNs as diverse activities undertaken 
by users of SBNs, which involves interacting with information. These activities range 
from reading and browsing news to re-tweeting and reporting newsworthy 
information. A compilation of news consumption activities on SBNs is presented in 
Table 7, which relate to specific SBNs such as Facebook and Twitter. In general, they 
depict the myriad ways in which news is consumed on SBNs. 
 Generically, consumption is defined as individual actions that use different 
resources (Pepermans, 1984). An abstract approach depicts consumption as an activity 
or a process that reduces or destroys the value of matter, energy or order to humans 
(Wilk, 2004). This is described through metaphorical links such as (i) economic 
metaphor: Goods and services are produced, then used or exchanged and later 
discarded (ii) eating metaphor: food is prepared, then eaten and digested, and (iii) 
buying metaphor: Goods and services are bought, then used and further discarded. On 
a social level, consumption by individuals describes the benefits gained by an 
individual in fulfilling specific personal objectives. In contrast, corporate 
consumption denotes gains accrued by business firms, which for example, enable the 
firm to enrich its innovate business capabilities (e.g. information sourcing by news 
firms on Twitter) (Rosemann, et al., 2011). 
 
Table 7: News Consumption Activities on Social Broadcasting Networks 
Activity Description Literature 
Posting “Publishing information like photos, 
videos, events or just random thoughts” 
(p. 212) 
Xu, et al. (2012) 
Viewing Surfing or “browsing others’ published 
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(Reading) information or profiles” (p. 212) 
Sharing “(Distributing) sharing amusing, 
inspiring or valuable sources (posted by 
one person) with other(s)” (p. 212) 
Replying 
(Commenting) 
 
“Responding to others’ comments, 
posted or shared pictures, videos and 
status” (p. 212) 
Tweeting Using short text restricted to 140-
characters for communicating 
information related to issues/events 
Jansen, Zhang, Sobel, 
and Chowdury (2009); 
(Kwak, et al., 2010) 
Re-Tweeting “Responding to a tweet” (p. 591)     
“Spread(ing) information of the (users’) 
choice beyond the reach of the original 
tweet’s followers” (p. 591) 
Kwak, et al. (2010) 
Listing Consuming information by “(grouping) 
other users and follow(ing) their 
activities (tweets) separately” (p. 2) 
Velichety and Ram 
(2013) 
Following Directly pursuing a user for viewing 
(reading) information tweeted by the 
user  
Subscribing Maintaining a list in which users are 
members in order to specifically read 
the information posted or tweeted by 
those members 
 
Technology-Driven Characteristics and Affordances of Social 
Broadcasting Networks 
 
Extant literature on digital social networks (discussed below) depicts news 
consumption steered by (i) the technology-driven characteristics of SBNs, and (ii) 
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affordances provided by SBNs. These help in conceptualising the relative advantage 
of SBNs in terms of the value propositions offered by SBNs and the influence of users 
on other users in SBNs. 
Technology-driven Characteristics of Social Broadcasting Networks 
Beyond the generic features and characteristics of SBNs discussed in the earlier 
sections, SBNs also depict unique technology-driven characteristics, which strongly 
influence and attract individuals and enterprises to profit from engaging with the 
networks (Rosemann, et al., 2011). News consumption (besides news sourcing and 
delivery) benefit individuals in fulfilling their news requirements (Yuan, 2011). Such 
requirements range from reading news content to reporting incidents in real time as 
well as sharing newsworthy content. Rosemann et al (2011) conceptualize these 
networks (viz. Facebook, Twitter, LinkedIn) as complementary digital assets based on 
the notion of public goods (i.e. similar to public roads or parks). In doing so, they 
elucidate four characteristics of digital public goods and describe how they attain the 
status of digital public assets when they amass critical user mass. These are based on 
the idea of public goods8 in economics (Ostrom & Ostrom, 1999), the technology-
acceptance model (Davis, 1989), network theory (Borgatti & Halgin, 2011), and 
Teece’s (1986) study on general purpose assets. 
Non-Excludability: SBNs are available to all without having to enter into any 
contractual agreements except accepting the terms and conditions of use. Anyone with 
an Internet connection can consume the service without any constraints (Rosemann, et 
al., 2011). Users can exit the service or cease consumption at their discretion, which is 
available 24/7 and do not place any technical barriers to exclude any user. Besides, 
SBNs can be accessed from any Internet-enabled digital device (e.g. smartphones). 
The only exception is third-party intervention such as governments of non-democratic 
states that intentionally control, block or restrict access. Even global rights 
organisations such as the United Nations Human Rights Council recognize the 
importance of Internet in advocating free speech and expression. Its charter on human 
rights declares free and full access to the Internet a basic human right9. This in turn 
8 http://www.economicshelp.org/micro-economic-essays/marketfailure/public-goods/ 
9 http://www.nydailynews.com/blogs/pageviews/adding-online-bandwagon-declares-internet-access-
human-blog-entry-1.1638741 
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provides a strong premise for consuming information on SBNs (within the context of 
this study). 
 
Non-Rivalry: This denotes that consuming news through SBNs does not reduce any 
amount of the service to others (Rosemann, et al., 2011). Users do not compete 
against each other for its use, as it is available 24/7 for all. For example, a user can 
indulge in any consumption activities including uploading and downloading of news 
content without impacting others using the service for similar purposes. For instance, 
users can follow or create tweets without fearing that activities would hit a predefined 
limit on Twitter and thereafter be terminated. Likewise, tweeting does not constrict 
the microblogging space or reduce the tweeting time of others. Such a non-competing 
aspect benefits news firms, as any number of users can connect and access their news 
as well as share or distribute it with other users instantly (Glynn, et al., 2012). For 
example, a user on LinkedIn can engage with the service for as long as he/she desires 
without having to worry about how many more are using or may want to use the same 
service. The scalability of SBNs where voluminous content (e.g. videos, photos, text 
and music) is stored and secured through large databases and servers or cloud-based 
infrastructures ensures continuous availability of the content to all. This denotes 
unlimited creation of information, fluent information delivery and its eventual 
consumption, without having to worry about storing and processing the information.  
 
Versatility: SBNs such as Facebook are generally branded successful due to their 
apparent ease of use as defined in the technology-acceptance model (Davis, 1989; 
Venkatesh, Morris, Gordon, & Davis, 2003). Moore and Benbasat (1991) define ease 
of use as the “degree to which an innovation is perceived as being difficult to use.” In 
general, SBNs are characterized by their apparent ease of use function, which is 
largely intuitive. This is evident in the large uptake of engagement by mass users 
across wide demographics such as age, gender, geographical location, academic levels 
and familiarity with technology. In order to facilitate easy usability of services and its 
consumption, SBNs follow some of the principles of service-oriented-architecture 
such as (i) abstraction (ii) messaging, and (iii) composability (Rosemann, et al., 
2011). The principle of abstraction is related to the “core design principle behind the 
‘as a Service’ model” (Rosemann, et al., 2011, p. 6). SBNs such as Facebook or 
Twitter provide services “without that the user has to comprehend the activities that 
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are required to provide such a service” (Rosemann, et al., 2011, p. 6). For example, 
users of Twitter do not have to comprehend the internal principles (of SBN providers) 
on how tweets are delivered or distributed. Messaging denotes a well-defined 
structure for interacting with users, which streamlines the manner of information 
consumption (Rosemann, et al., 2011). For example, Twitter provides 140 characters 
for microblogging, which reduces the complexity and enables fast information 
consumption. This is useful to news firms that wish to broadcast or deliver short 
messages such as for instance, breaking news. In addition, it also reduces formatting 
applications before the information is delivered. Composability denotes simple and 
easy efforts for creating new properties by bundling multiple IT applications. While 
this changes the environment of the application, it does not impact the user of the 
composite service (Bianco, Lewis, Merson, & Simanta, 2011). For example, a news 
firm can integrate YouTube videos on its Facebook face to visually complement 
newsworthy information or service standards. Such attributes combine and apposite 
new features and meanings to digital social network environments. Interestingly, 
creators of SBNs applications may not have intentionally designed how interactions 
should take place. Rather, unanticipated patterns of human interactions with digital 
artefacts and the affordances they provide result in its universal appeal and use. 
 
Positive Network Effects: Network effects dramatically influence consumer demand 
(Aral, et al., 2013). This triggers other users to consume the services, which in turn 
increases the value of the network. Network effect or network externality is the effect 
a user of a service or product has on the value of that product to other people. For 
example, high number of users of a news firm’s Facebook page projects high value of 
the news firm on Facebook to others. This associates the quality of their Facebook 
page positively with the number of users, which reflects positive network effects for 
the news firm. Positive externalities driven by consumer demand contribute to the 
value proposition of digital social networks (Rosemann, et al., 2011). People on such 
networks endorse or advocate products and services in addition to consuming them. 
They voice criticism, experiences and demands thereby significantly impacting the 
performance of brands and companies. For example, web bloggers, micro-bloggers, 
posters on Facebook (and other online forums), people voluntarily contributing to 
wikis, and consumers relating their shopping experiences on e-commerce websites 
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influence other users by driving or winding down demand. Positive network effects 
are extremely vital for news firms, as they help in identifying and understanding how 
consumers perceive their products or services. 
Affordances of Social Broadcasting Networks 
Individuals assimilate and engage with SBNs based on the perceived 
affordances offered by the networks in addition to the set of unchangeable built-in 
capabilities and features (Vaast & Kaganer, 2013). Adapting Gibson’s (1977) concept 
of affordances, where an individual’s perceptions play a strong role in deciding how 
one wishes to use SBNs, this study posits that firms and individuals seek to engage 
with SBNs because the published content is publicly accessible and visible (Vaast & 
Kaganer, 2013). When content is easily stored, shared and accessed for long periods 
of time, the continuity of information visibility and availability is termed as the digital 
mediums’ affordance of persistence (Vaast & Kaganer, 2013). Content published on 
the Internet is stored, shared and remains accessible for an indeterminate span of time. 
Through the affordances of association, SBNs help in creating and sustaining user 
relationships (Vaast & Kaganer, 2013). The affordance creates two types of 
associations between users (Treem & Leonardi, 2012): (1) relationships built on the 
social ties of users (Boyd & Ellison, 2008), and (2) relationships that associate people 
with information (Vaast & Kaganer, 2013). For instance, when a user tweets, a link 
between the tweet and the author is created and becomes available to other users.  
Majchrzak, et al. (2013) theorize four affordances of SBNs (i.e. labelled as 
social media in the study) representing different ways of engaging in publicly visible 
knowledge conversations on such networks. The authors argue these networks allow 
knowledge sharing to happen in a decentralized process (as opposed to a centralized 
one) because people create and share information in both, formal and informal ways 
whenever they want. Thus the knowledge sharing process becomes continuous rather 
than intermittent and information sharing becomes emergent instead of repository-
based (Faraj, et al., 2011; Treem & Leonardi, 2012). Based on the above setting, 
Majchrzak, et al. (2013) identify four affordance of digital social networks that affect 
the way organizational users of such networks (e.g. employees of a firm) engage in 
online conversations in the workplace such as (1) Metavoicing: “engaging in the 
ongoing knowledge conversation by reacting online to others’ presence, profiles, 
content and activities” (Majchrzak, et al., 2013, p. 41) (2) Triggered attending: This 
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refers to passive content consumption in online conversations (e.g. not engaging in 
content production or the conversation) until there is an automated alert or a 
notification informing the user of changes in the content or conversation of interest 
(3) Network-informed Associating: This refers to engaging in the online conversation 
informed by network users and their prevailing ties. Network users can see how others 
in the networks are connected (i.e. networks structure) and how content is connected 
to other content associated with the respective network users (Kane, et al., 2014; 
Treem & Leonardi, 2012), and (4) Generative Role-Taking: This refers to engaging in 
the online conversation by “enacting patterned actions and taking on community-
sustaining roles in order to maintain a productive dialogue amongst participants” 
(Majchrzak, et al., 2013, p. 45). Such roles are taken up by users on emergent basis 
for the sole purpose of initiating or facilitating conversations (Faraj, et al., 2011). 
 Hot on the heels of the Internet that surpassed traditional news mediums as a 
dynamic and free news platform (Hong, 2012), SBNs have emerged as powerful news 
referral and broadcasting sources (Lee & Ma, 2012). They have attracted millions of 
people that actively participate in creating and sharing news through thousands of 
self-reported stories, photos and videos on a daily basis (Lee & Ma, 2012). Thus, 
news consumption in the present digital age is tempered by the characteristics and 
affordances of SBNs. In addition, it is prompted by mass participation of individuals 
that indulge in the remediation and rampant bricolage of newsworthy content (Deuze, 
2006). This has a profound impact on traditional news firms given the sheer volume 
of individuals on SBNs (Refer to the general user statistics on Facebook in Table 8). 
Table 8: General User Statistics on Facebook10 
Number of Users Frequency of Facebook Use 
968 Million Daily users. Active users on average for June 2015 
844 Million Daily Mobile users. Active users on average for June 2015 
1.49 Billion Monthly active users as of June 30, 2015 
1.31 Billion Monthly mobile active users as of June 30, 2015 
83.10 % Daily active users outside United States and Canada 
10 http://newsroom.fb.com/company-info/ 
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Thus, news consumption in the present digital age has gone beyond the static 
activities of reading a newspaper or watching a televised newscast. It is tempered by: 
(i) mass participation by independent and diverse media producers such as news 
aggregators, independent radio stations, bloggers and diverse type of users (e.g. 
individuals, celebrities, experts, leaders) that create, distribute, re-disseminate as well 
as consume the information. Mass participatory news reporting has paved multiple 
pathways to report, use and share news leading to the emergence of collaborative 
media production (Deuze, 2006) (ii) remediation wherein new media diverges but 
also reproduces older media by manipulating the dominant ways of doing or 
understanding things in order to juxtapose, challenge or subvert traditional news 
mediums. For example, blogs offer narratives similar to those offered by newspapers 
or television newscasts (e.g. selected content is chronologically arranged). Posters on 
Facebook (or Tweeters) provide links to mainstream news media or comment on 
content produced by news companies (Deuze, 2006), and (iii) bricolage, which 
incorporates practices and notions such as borrowing, mixing, plagiarizing, reusing, 
and reconstructing original news content and ideas to create personal insights or 
meanings. In addition, assemblage and tweaking of content is favoured over 
maintaining its originality, Besides, reusing and redistributing edited or manipulated 
versions of the original content is also rampantly exercised (Deuze, 2006).  
 News consumption in the present digital age has also defied the traditional 
ways of consuming news such as reading a newspaper, watching a televised newscast 
or listening to news on the radio. It has embraced new ways of engaging with 
newsworthy information such as (i) posting information like random photos, short text 
messages and videos (e.g. on Facebook) (ii) surfing, browsing, viewing, or 
commenting on information, and (iii) tweeting, re-tweeting, following, listing, 
subscribing (e.g. on Twitter) (Kwak, et al., 2010; Velichety & Ram, 2013; Xu, et al., 
2012). By commenting or re-tweeting original news reports and stories, users on 
SBNs aid the propagation of newsworthy information resulting in the proliferation of 
voluminous content on such networks, which traditional news firms cannot match. 
The Washington-based Pew Research Centre identify news as information relating to 
events and issues that also involves others (e.g. people, events, issues) beyond mere 
friends or family members (Holcombe, Gottfried, & Mitchell, 2013). This 
understanding of news circumvents Galtung and Ruge (1965) highly cited taxonomy 
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of news values [that lists twelve factors addressing how events become news (Harcup 
& O'Neill, 2001)] by making the context more inclusive to present-day digital and 
social environments and aligning it with the participatory nature of news creation, 
reporting and consumption. 
 
Investigating user intentions for consuming news on SBNs based on the 
acceptance of technology model (Venkatesh, Thong, & Xu, 2012) makes the 
relationship of constructs axiomatic, as millions of people actively use SBNs (Refer 
Table 8 - user statistics on Facebook) in present-day times. In addition, the technology 
acceptance model (Davis, 1989) does not address discontinuance of technology after 
acceptance and thus may not address why some individuals discontinue news 
consumption on SBNs and switch to traditional news medium (although such 
switching may only be temporary). Thus, this study is focused on investigating news 
behaviours in a post-IT adoption setting. This setting refers to individual’s already 
consuming news on SBNs, which in turn reflects two news behaviours resulting from: 
(i) the influence of SBNs on its users, and (ii) the influence of users on others users in 
SBNs. These news behaviours are categorised as: (1) switching news consumption 
intermittently or regularly to traditional news mediums, and (2) continuance of news 
consumption on SBNs. 
 
Relative Advantage of Social Broadcasting Networks 
 
Social broadcasting networks have led to profound changes in the way news 
reporting has become participatory, portable (Hong, 2012) and freely consumable in 
diverse ways (Velichety & Ram, 2013; Xu, et al., 2012). Similar to the Internet, it has 
(i) supplanted traditional news mediums for consuming news (ii) made traditional 
intermediaries such as retail news agencies less important in the news delivery 
process, and (iii) led to greater dependence on users (both, individuals and news 
firms) as cyber mediators (Choudhury & Karahanna, 2008) for generating, reporting 
and sharing news content. Yet, a 2013 study conducted by the Washington-based Pew 
Research Centre finds that people who get news through SBNs such as Facebook also 
follow news on other traditional mediums such as watching local news on television 
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(Pew Research Center, 2013). Extant literature on media studies describe various 
factors (refer Table 9) that influence people to make media choices such as for 
example, media synchronicity in conveyance and convergence of media messages 
(Dennis, Fuller, & Valacich, 2008), contextual factors (Watson-Manheim & Belanger, 
2007), richness of the medium (Daft, et al., 1987) or social influence (Brown, Dennis, 
& Venkatesh, 2010). However, Bok, Kankanhalli, Raman, and Sambamurthy (2012) 
point out that it is unlikely that users always evaluate information pertaining to 
several criteria’s for deriving their choice of media. Drawing on diffusion of 
innovation theory (Rogers, 1995), Choudhury and Karahanna (2008) posit that 
consumers adopt online digital mediums for specific purposes (e.g. making price 
comparisons or purchases) based on the relative advantage of the online digital 
medium over traditional channels for the specified task. Based on the diffusion of 
innovation theory, relative advantage captures the gains and benefits of an innovation 
on multiple dimensions such as increase in comfort levels, saving on costs, time and 
efforts (Rogers, 1995), or trust and convenience (Choudhury & Karahanna, 2008). 
Based on Rogers (1995) diffusion of innovation theory and cited by Choudhury and 
Karahanna (2008, p. 180), relative advantage is defined as “the degree to which an 
innovation is perceived as being better than using the practice it supersedes.” Relative 
advantage is described as the best forecaster of IT adoption or actual usage 
(Karahanna, Straub, & Chervany, 1999; Moore & Benbasat, 1991). A study by 
Bhattacherjee, et al. (2012) applying the relative advantage construct for 
understanding user’s IT switching behaviour find that performance expectancy (i.e. 
perceived usefulness that enhances performance improvements due to the use of new 
IT) based on the unified theory of acceptance and use of technology (Venkatesh, et 
al., 2012) is a “stable and consistent predictor of IT acceptance over time” 
(Bhattacherjee, et al., 2012, p. 328). A study on user’s IT switching behaviour by Ye, 
et al. (2008) find that the relative advantage of a competing IT product or service is 
positively related to users switching usage of existing IT products to a substitute that 
satisfies similar needs. 
Relative advantage is also described as the best forecaster of IT adoption that 
leads to actual usage (Karahanna, et al., 1999; Moore & Benbasat, 1991). As this 
study investigates two news behaviours (i.e. switching and continuance) relating to 
two different media’s (i.e. traditional news mediums and SBNs), it adopts the relative 
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advantage constructs as the best predictor of media choice. Based on the newness of 
the topic researched by this study, the relative advantage construct is adopted for 
understanding user’s media choice for consuming news (i.e. SBNs versus traditional 
news media) in a post-adoption IT usage setting. Specifically, it associates the relative 
advantage of SBNs through their value proposition in three areas: (i) the immediacy 
of news (Kietzmann, et al., 2011) (ii) the timeliness of news (Pew Research Center, 
2013), and (iii) connectedness to global issues (Kietzmann, et al., 2011). Media 
related factors and perspectives influencing media choice are summarized in Table 9. 
 
Table 9: Perspectives and Factors Influencing Media Choices (Selected 
Literature) 
Perspective / Factor Literature 
Media Richness 
(Multiplicity of cues, immediacy of feedback) 
Daft and Lengel (1986) 
Media Synchronicity 
(Immediacy of feedback, parallelism, symbol variety, 
rehearsability, and reprocessability) 
Dennis, et al. (2008); Dennis 
and Valacich (1999) 
Media Symbolism Treviño, et al. (2000) 
Social Influence Brown, et al. (2010) 
User characteristics and experience with the medium Carlson and Davis (1998) 
IT Switching Intentions 
(Relative advantage of the medium, personal 
innovativeness, satisfaction with prior IT) 
Bhattacherjee, et al. (2012) 
(1) Influence of the medium (i.e. network as in SBNs)  
Relative advantage of social broadcasting networks 
for consuming news over traditional news mediums 
(Value proposition offered by social broadcasting 
networks related to the immediacy of news, 
timeliness of news and connectedness to users and 
information) 
This Doctoral Dissertation 
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(2) Influence in the medium (i.e. influence in SBNs). 
This relates to influence of users in social 
broadcasting networks on other users in the network 
 
 
Influence of Users in Social Broadcasting Networks 
 
Social broadcasting networks facilitate and enable mass dissemination and easy 
sharing of user-generated-content in real time (Kaplan & Haenlein, 2012). Such 
efforts cause user attachment as well as users influencing other users in the network 
due to common interests, news fulfilment needs or simply the opportunity presented 
by the underlying technology for connecting with other people, which is not possible 
in offline traditional news mediums (Lee & Ma, 2012). According to social 
psychological theory, such attachment arises in two ways (Ren et al., 2012): (1) 
through group identity where people feel connected to a group’s goals (Hogg & 
Turner, 1985b), and (2) through interpersonal bonds wherein people either develop 
influential relationships with others such as building acquaintances, making friends or 
creating close social ties (Ren, et al., 2012) or already sharing close relationships such 
as with family members, friends or colleagues that also use the same SBNs. Thus, the 
large volume of news content, updates, comments and re-sharing of the original news 
content in SBNs influences, attracts and informs mass global audiences (Lee & Ma, 
2012). Some of the motivational factors driving users towards attracting or 
influencing other users in the network include seeking social capital or status and 
intrinsic desires for sharing information, socializing or entertainment (Lee & Ma, 
2012). Influence has also been studied widely in the sociology, communication and 
marketing domains (Dholakia, Bagozzi, & Pearo, 2004; Katz, 1957; Lazarsfeld, 1940; 
Rogers, 1995) and continues to fascinate researchers in exploring it in new IT 
environments. For example, a study by Cha, Haddadi, Benevenuto, and Gummadi 
(2010) presents an empirical analysis of user influence patterns on Twitter by 
comparing them through three different measures of influence: indegree, retweets and 
mentions. In the management and IS domain, much work on user influence has 
evolved through user roles such as innovators (Bogers, Afuah, & Bastian, 2010), 
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creators and disseminators of information on social networking sites (Boyd & Ellison, 
2008), and user experiences leading to co-creation in online virtual communities 
(Kohler, Fueller, Matzler, & Stieger, 2011). Influence has also been studied from a 
systems’ perspective such as its characteristics and effects on virtual communities 
(Lin, 2008). 
 
SBNs such as Facebook and Twitter comprise mass users that create, share and 
disseminate information in real time (Kaplan & Haenlein, 2012). Such mass efforts 
cause user attachment as well as user influence in the network due to common bonds, 
interests, desires for news fulfilment and the opportunity for connecting with others 
(Lee & Ma, 2012). According to social psychological theory such attachment arises in 
two ways (Ren, et al., 2012): (1) through group identity where people feel connected 
to a group’s goals (Hogg & Turner, 1985b), and (2) through interpersonal bonds 
wherein people either develop influential relationships with others such as building 
acquaintances, making friends, creating close (and loose) social ties (Ren, et al., 2012) 
or sharing close relationships such as with family members, friends or colleagues that 
also use the same network. Thus, the large volume of news content, updates, 
comments and re-sharing of second-hand content in the network influences, attracts 
and informs mass global audiences (Lee & Ma, 2012). Influential people such as 
celebrities, experts and leaders also use these SBNs to connect and engage with their 
fans, stakeholders and citizens. In addition, news companies as well as business firms 
also use SBNs for reporting news and providing business information and market 
updates to their audiences, clients and stakeholders. This provides a good opportunity 
for individuals to engage with other individuals, which otherwise is extremely 
difficult in offline environments. 
 
This study classifies three prime types of users on SBNs based on their 
identities: (1) Individual User: This is the average common user on a social 
broadcasting network who influences other users (e.g. friends, family members, 
colleagues or the general public) to consume news by submitting news links, posting 
eye-witness accounts or forwarding news reports from different sources (Szabo & 
Huberman, 2010). Such news referral activities (Lee & Ma, 2012) trigger responses 
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from other users such as posting comments, clicking likes and re-sharing the same 
content with other user groups or friends in the same network (Dunne, Lawlor, & 
Rowlwy, 2010) (2) Influential User such as Celebrities, Experts, Leaders (CELs): 
SBNs are commonly used by celebrities (e.g. actors, musicians, entertainers), experts 
(e.g. film critics, economists) and leaders (e.g. politicians, company CEO’s) to 
actively disseminate news in their personal capacities as CELs (Hong, 2012). CELs 
use SBNs for maintaining ties and relationships with the public and not for 
establishing or creating any new social connections (Boyd & Ellison, 2008). Their 
engagement with the public through SBNs bears no connection if any to offline social 
relations with users. However, through SBNs, they seek to communicate and 
positively influence their fans, stakeholders, citizens and customers (Kane, et al., 
2014), and (3) Institutional Users: these include business entities (e.g. news firms), 
social, business and special interest groups, non-profit organisations, and political 
establishments (e.g. the White House). The goal of such users is to create buzz, 
provide information, introduce, advertise or research products, deliver headline or 
breaking news, understand customer sentiments, and gauge customer and product 
popularity (Divol, Edelman, & Sarrazin, 2012; Hong, 2012). The content produced 
and delivered on SBNs by institutional users is distinguished by their institutional 
identity (e.g. tweets delivered by CNN) and not by the individual identity of the 
person managing the activities on behalf of the company. However, institutional users 
also permit their employees to use SBNs for officially sharing information on behalf 
of the company. For example, news firms routinely hire social media editors to 
manage content production and delivery on SBNs. They also allow reporters and 
journalists to blog and tweet (Glynn, et al., 2012) in their individual capacities but 
also at times representing the sentiments and views of the company. In doing so, they 
deliver news to mass audiences with the aim of influencing them to their (i.e. news 
firms’) traditional news mediums. 
 
The likelihood of individuals influenced by the actions of others in SBNs can be 
understood through the theoretical lens of social impact (Latané, 1981). According to 
Latané (1981), experimental data evidences that individuals are influenced by the 
actions and expectations of other individuals. Such influences have been studied 
under diverse rubrics such as behavioural contagion, group pressure, suggestions, 
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observational learning, imitation etc. The theory states three factors that increase the 
likelihood of an individual responding due to social influence: (1) strength of the 
social force – i.e. the importance of the influencer group to the individual (2) 
immediacy of the social force – i.e. the temporal or physical proximity of the 
influencer group to the individual at the time of influence, and (3) number of people 
comprising the influencer group (Latané, 1981). Based on the abovementioned, this 
study defines user influence as the extent to which a user can cause an effect in an 
indirect or intangible way on other users to follow or act in a certain way. 
 
Post-Adoption IS / IT Switching Behavior 
 
The high uptake of many innovative IT applications (e.g. cloud computing, 
mobile apps) and the rapid growth of digital social technologies (e.g. SBNs) have 
resulted in numerous instances of users switching from one IT application, platform 
or product to another fulfilling similar needs (Bhattacherjee, et al., 2012). However, 
user switching is not solely confined to software applications but also include 
switching between IT hardware products (e.g. video games consoles, MP3 players), 
web browsers (e.g. Firefox, Chrome), operating systems (e.g. Windows, Linux), 
search engines (e.g. Google, Yahoo), digital social networks (e.g. blogs, Facebook) as 
well as traditional and digital news and information mediums (e.g. Television, 
Twitter, news websites) (Ye, et al., 2008).  
 
User’s IT switching has become easy, fast and convenient given the multitude 
of IT choices available, easy accessibility, instantly useable IT applications, and 
simple processes of downloading, installing and using applications and products with 
a few clicks (Bhattacherjee, et al., 2012). User switching involves either partially or 
fully replacing the use of an IT service, application or product with a substitute that 
potentially fulfils similar needs and objectives (Bhattacherjee, et al., 2012; Ye, et al., 
2008). However, in present-day times, it is observed that IT switching may not 
involve the user in completely abandoning the existing use of IT artefacts or services 
but concurrently using diverse yet competing IT products and services based on users’ 
interests, necessities and needs (Ye, et al., 2008). Thus, based on the switching study 
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by Ye, et al. (2008), this study contextualizes news consumers shifting their news 
consumption from SBNs to traditional news mediums and defines switching as users’ 
reducing news consumption on an incumbent news medium (viz. SBNs) while 
replacing it in part with an alternative news medium (viz. traditional news mediums) 
that fulfils identical needs.  
 
Switching between IT services, platforms or products has received scant 
attention in IT and IS related studies compared to studies in relationship marketing 
(Bhattacherjee, et al., 2012). Switching between IT services and products constitutes 
an important aspect of post-adoption behaviour (Ye, et al., 2008). This is because 
although IT adoption and acceptance is necessary (Davis, 1989; Venkatesh, et al., 
2003; Venkatesh, et al., 2012), it is not sufficient for accruing benefits to the user 
(Bhattacherjee, 2001). IS research on post-adoption behaviour has focused on system 
continuance (or discontinuance) after initial IT adoption and implementation 
(Karahanna, et al., 1999; Ye, et al., 2008) and not on IT switching. The IT 
continuance or discontinuance behaviour does not include switching because 
switching constitutes using the innovation while discontinuing the use of a specific IT 
service or product by preferring an alternative instead (Ye, et al., 2008). This is 
endorsed by a 2015 study of news consumers on SBNs, which finds that Facebook 
users continue to access other news mediums for news in addition to Facebook (i.e. 
not discontinuing news consumption on Facebook but switching news consumption 
between online and offline news mediums) (Pew Research Center, 2015). Thus, user-
switching behaviour is a special form of post-adoption behaviour (Ye, et al., 2008).  
 
IT users’ switching behaviours are described through two streams of literature: 
(1) consumer switching behaviour, and (2) IT users post-adoption behaviour that 
includes user switching (Ye, et al., 2008). Traditionally consumer-switching 
behaviour is dominated by marketing researchers examining the impact of marketing 
practices on product or brand substitution in the retail sector (Kumar & Leone, 1988; 
Walter, 1991). Studies in the last decade have focused on customer switching in 
diverse industries and products such as communication services (mobiles) (Kim, Park, 
& Jeong, 2004), banking and credit cards (Burnham, Frels, & Mahajan, 2003; Ganesh, 
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Arnold, & Reynolds, 2000) and Internet service providers (Keaveney & 
Parthasarathy, 2001). The above mentioned  studies focus on individual consumer 
attitudes, beliefs and personalities for determining their switching behaviours, thus 
linking the antecedents of such behaviour to perceptions and experiences of both, the 
incumbent as well as new services and products (Ye, et al., 2008). Other major causes 
for consumer-switching to other products or services include dissatisfaction with 
existing products or services (Ganesh, et al., 2000), perceived switching costs 
(Keaveney & Parthasarathy, 2001) and product features such as attractiveness and 
usefulness (Jones, Mothersbaugh, & Beatty, 2000). 
 
Much of the post-IT adoption behaviour research does not differentiate between 
innovations and specific IT services and products, thus limiting the understanding of 
switching behaviour (Ye, et al., 2008). For example, organisations make centralized 
decisions on their choice of IT software and hardware thus standardizing both, 
product and functionality. In such scenarios the concept of switching is underlined by 
the continuance-discontinuance paradigm (Bhattacherjee, et al., 2012; Ye, et al., 
2008). In sharp contrast, technologies that cater to individual use are often highly 
substitutable products (or services) that have similar functionalities and directly 
compete with each other (e.g. web browsers) (Ye, et al., 2008). Such settings induce 
users to temporarily terminate, reduce or concurrently use the incumbent IT/IS 
application and the functionally similar new product or service. However, such 
switching behaviours occur only in post-adoption IT/IS use settings where adoption, 
use and familiarity with the new product or service has already taken place (Ye, et al., 
2008). However, the importance and significance of switching in post-IT / IS adoption 
use remains rather under-researched (Bhattacherjee, et al., 2012), especially in the IS 
domain. Thus, the premise of this doctoral dissertation in investigating news 
consumption on SBNs in a post-adoption environment is consistent with the logic 
presented by past studies on post-adoption behaviours. In addition, this study posits 
that the influence of users on other users in SBNs and the relative advantage of SBNs 
significantly impact user switching behaviour in the context of consuming news on 
SBNs. This differs from the antecedents of switching behaviour discussed above. 
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Post-Adoption IS / IT Continuance Behavior 
  
Continuance of IS use has attracted a strong and growing body of interest in 
theory-based research (Bhattacherjee, 2001). It has led to important empirical and 
theoretical research outcomes in understanding the continuing use of technology at 
the individual level. It has been studied under myriad tags such as IT usage (Agarwal 
& Karahanna, 2000), IS continuance (Bhattacherjee, 2001; Kim & Malhotra, 2005) 
and post-adoptive IT behaviour (Jasperson, Carter, & Zmud, 2005). The fundamental 
tenant of continuing IT use is driven by a series of decisions involving two responses 
(Ortiz de Guinea & Markus, 2009). The first is based on perceptions of the ease of use 
and usefulness of IT (Ortiz de Guinea & Markus, 2009; Venkatesh, et al., 2012) and 
expectations and beliefs (Bhattacherjee, 2001). The second is a set of affective 
responses such as satisfaction with the use of IT (Agarwal & Karahanna, 2000; Kim 
& Malhotra, 2005). Ortiz de Guinea and Markus (2009) discuss three prime elements 
relating on the continuing use of IT. First, continuing use of IT, at a fundamental level 
is “driven by conscious intentions that result from a rational decision making process 
involving beliefs, expectations, reflections on past experience, etc.” Second, emotions 
of individuals are likely to form intentions and decisions relating to continuing use of 
IT. Third, over time and in stable environments, continuing use of IT becomes 
habitual and action sequences are “activated by environmental cues and then repeated 
without conscious intention” (Ortiz de Guinea & Markus, 2009, p. 434).  
 
IS continuance at the individual level is important and critical for the sustenance 
and survival of businesses, specifically for online retail and e-commerce companies 
(Bhattacherjee, 2001). Much of the revenues of firms trading online depend on the 
number of new customers but more so on their existing customers and their recurring 
demand for goods and services. Thus, the importance of continuance behaviour 
underscores its relevance as a topic of keen organisational interest, which has strong 
implications on future business sustainability (Bhattacherjee, 2001). Continuance 
research in IS has been examined through different ways such as implementation 
(Zmud, 1982), infusion and routinization (Cooper & Zmud, 1990). These studies 
recognize the presence of a post-adoption stage beyond IT acceptance where IT use 
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excels perceptions and become routine behaviour (Bhattacherjee, 2001). In the same 
breath, Rogers (1995) diffusion of innovation theory also suggests the re-evaluation of 
IT acceptance in the confirmatory phase (in its five-stage decision process of adopting 
an innovation) for understanding the continuance of IT usage. The mentioned studies 
view continuance as a logical extension of acceptance evident from the 
operationalization of similar variables for explaining the conditions of IT use. 
However, this creates a problem, as it does not explain why some users discontinue IT 
use after acceptance. So, aligning existing IT acceptance models limit the scope for 
explaining continuance and at times contradict observable IT continuance activities 
(Bhattacherjee, 2001). 
 
Studies on IT continuance conducted in the past decade and beyond have 
largely focused on user behaviours limited to enterprise and IS within an organisation. 
The proliferation of present-day ubiquitous and dynamic technologies has resulted in 
renewed interest in continuance studies in relation to new digital environments (e.g. 
SBNs). Due to the large volume of emerging research in this field, an interesting and 
assorted selection of published studies and their perspectives is presented in Table 10. 
Those studies specifically focus on (i) factors influencing intentions for IT 
continuance (For example, refer Basak & Calisir, 2015; Mouakket, 2015; Yin, Liu, & 
Lin, 2015 In Press) (ii) usage intentions for IT continuance (For example, refer to 
Gwebu, Wang, & Guo, 2014), and (iii) cognitive effects and motivations on user’s IT 
continuance (For example, refer to  Hsu, Yu, & Wu, 2014; Kourouthanassis, Lekakos, 
& Gerakis, 2014; Park, 2014). Much of those studies draw on several models for 
explaining IT continuance. For example, Hsu, et al. (2014) investigate users’ extrinsic 
and intrinsic motivations for explaining the continuing use of social networking sites 
by integrating the technology acceptance model (Davis, 1989) and the theory of 
planned behaviour (Venkatesh & Davis, 2000). These studies show that researchers 
consider variables that explain intentions for technology acceptance (e.g. ease of use) 
as natural extensions for describing IT continuance. Lin and Huang (2014) take a 
different approach for explaining continuance in the context of switching intentions. 
They propose a conceptual model explaining factors based on the pushing, pulling 
and mooring effects. Past studies have also taken into account different contexts for 
understanding IT continuance. For example, Kim, Kang, and Jo (2014) examine 
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determinants of continuance in relation to user behaviours towards mobile 
communication apps. Deng, Hou, Ma, and Cai (2013) explore online entertainment 
communities for investigating continuous user participation. These studies endorse the 
breadth of IT continuance research and the diverse ways and contexts in which it can 
be studied. That lends support to this doctoral dissertation, as it extends the existing 
continuance literature by investigating continuance as users’ news behaviour on 
SBNs. It takes a novel approach by studying the influence of and in a network on a 
user rather than user intentions, motivations or cognitions. 
     
Table 10: IT Continuance in Online Environments (Selected Literature) 
Literature Study Perspective 
Mouakket (2015) 
(Computers in Human 
Behavior) 
This study examines the factors influencing continuance 
intentions for using social networking sites (e.g. Facebook). 
It extends the expectation-confirmation model. It finds 
satisfaction, perceived usefulness, enjoyment and subjective 
norms influencing continuance. Habit mediates the relation 
between satisfaction and continuance intentions.  
Yin, et al. (2015 In 
Press) 
(Technological 
Forecasting and Social 
Change) 
This study examines key factors affecting users’ 
continuance intention for using social networking sites. It 
finds ‘fear of missing out’ and enjoyment are both 
positively related to continuance intention. Negative affect 
is negatively related to continuance intention. Perceived 
usefulness positively moderates the relationships between 
(i) enjoyment and continuance intention, and (ii) negative 
affect and continuance intention. 
Basak and Calisir 
(2015) 
(Computers in Human 
Behavior) 
This study analyses the effects of motivational factors on 
continuance intention relating to the use of Facebook. It 
finds status seeking and entertainment indirectly affect 
continuance intention. Satisfaction and attitude are 
antecedents of continuance intentions 
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Kourouthanassis, et al. 
(2014) 
(Behaviour and 
Information 
Technology) 
This study investigates the moderating effects of self-image 
congruity and trust on the relationship between satisfaction 
and continuance for using online social networking sites. It 
finds user perceptions of matching social networking sites 
and their self-image even if they experience low satisfaction 
levels. The same trend is extracted for trust and its 
moderating effect on the relationship between satisfaction 
and usage continuance intention. 
Gwebu, et al. (2014) 
(Decision Support 
Systems) 
This study investigates continuing usage intentions of 
multifunctional friend networking services. It tests a dual-
process model using Facebook and theoretically contrasts 
the extant IT continuance models. It examines the potential 
value for an integrated dual-process model.  
Lin and Huang (2014) 
(International Journal 
of Electronic 
Commerce) 
This study investigates the determinants of consumers' 
switching intentions in a standards war (battle for market 
dominance in the IT industry). It proposes a conceptual 
model for explaining factors driving consumers to switch 
from one technology product to another based on three 
types of effects: pushing, pulling, and mooring. It finds pull 
factor of relative advantage and the push factors of low 
satisfaction and disconfirmation positively influencing 
consumer's intention to switch technology products. 
Mooring factors of inertia, switching cost, and network 
effect negatively influence switching intentions. Inertia and 
the network effect have effects on the push and pull factors. 
Kim, et al. (2014) 
International Journal of 
Human-Computer 
Interaction) 
This study analyses users’ post adoption behaviors toward 
mobile communication apps. It examines the key 
determinants of continuance intention and recommendation 
intention. It finds user satisfaction and perceived switching 
costs play an important role in enhancing users’ 
continuance and recommendation intentions while learning 
and habit are key antecedents of perceived switching costs. 
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Hsu, et al. (2014) 
(Information Systems 
and e-Business 
Management) 
This study investigates users’ extrinsic and intrinsic 
motivations influencing their continuing use of social 
networking websites. It integrates the technology 
acceptance model, theory of planned behavior, expectation 
disconfirmation model, and flow theory to construct a 
research model, which investigates factors motivating users 
to continue usage of social networking websites. 
Park (2014) 
(Information 
Processing and 
Management) 
This study analyses the effects of personalization on user 
continuance digital social networks. It finds personalization 
increases switching cost and satisfaction, which affect user 
continuance. Users cannot easily switch to other social 
networking sites because of time and efforts invested. 
Social exchange theory provides a useful framework. 
Ku, Chen, and Zhang 
(2013) 
(Information & 
Management) 
This study draws on uses and gratifications theory (UGT) 
for exploring factors affecting members’ continued usage 
intentions toward social networking sites. It theorizes the 
relationship among a variety of UGT constructs. It finds 
four determinants: gratifications, perceived critical mass, 
subjective norms, and privacy concerns, influencing users’ 
continuance intention. Regional differences moderate the 
effects of both gratifications and privacy concerns on 
continuance intention. 
Sun, Liu, Peng, Dong, 
and Barnes (2014) 
(Electronic Markets) 
This study explores users’ continuance intention in online 
social networks by synthesizing IS continuance theory with 
flow theory, social capital theory, and the unified theory of 
acceptance and use of technology (UTAUT). It considers 
the special hedonic, social and utilitarian factors in the 
online social network environment. It finds that continuance 
intention is explained substantially by all hypothesized 
antecedents including perceived enjoyment, perceived 
usefulness, usage satisfaction, effort expectancy, social 
influence, tie strength, shared norms and trust. 
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Chang and Zhu (2012) 
(Computers in Human 
Behaviors) 
This study tests the role of perceived social capital and flow 
experience in user continuance in social networking sites 
based on the expectation–confirmation model of IS 
continuance. It finds (1) users bridging social capital as well 
as bonding social capital on social networking sites (2) 
perceived bridging of social capital influences continuance 
intention (3) perceived bonding of social capital has no 
influence on continuance intention, and (4) flow experience 
influences satisfaction but not continuance intention. 
(Deng, et al., 2013) 
(Cyberpsychology, 
Behavior, and Social 
Networking) 
This study explores online entertainment communities for 
investigating continuous user participation in the post 
adoption stage. It proposes and tests a dual model of 
entertainment-based and community-based mechanisms. It 
finds (1) intensities of initial use and frequent use positively 
predict players' activity lifespan relating to entertainment-
based mechanism, and (2) under the community-based 
mechanism, the number of guilds a player is affiliated with 
and the average number of days, as a member positively 
predicts players' lifespan in the game. 
Lee, Shin, and Lee 
(2009) 
(Journal of the 
Association for 
Information Systems) 
This study investigates factors affecting usage changes in 
mobile data services. It reveals a discrepancy between 
forces influencing usage increase and decrease. It postulates 
information quality as the motivator and system quality as 
the de-motivator of mobile data service usage.  
This Doctoral 
Dissertation 
This study investigates user influence in social broadcasting 
networks and the relative advantage of social broadcasting 
networks on switching news consumption to traditional 
news mediums and continuance of news consumption on 
social broadcasting networks. Further, it analyses the impact 
of both news behaviors on the comparative duration of news 
consumption on social broadcasting networks versus 
traditional news mediums.  
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Two Factor Theory 
 
Psychologist Frederick Herzberg theorized that satisfaction and dissatisfaction 
in the workplace are caused by different set of factors that are independent of each 
other (Herzberg, et al., 1959) (Also refer Park & Ryoo, 2013). According to Herzberg, 
et al. (1959) as cited by Ewen, Smith, and Hulin (1966), certain key variables in the 
workplace lead to overall satisfaction with the job while other variables lead to job 
dissatisfaction (i.e. in general, they do not lead to job satisfaction). The Herzberg 
study (Herzberg, et al., 1959) cites motivational factors such as work challenges, 
recognition of personal achievement, meaningful responsibilities and opportunities 
and involvement in decision-making amongst other factors that lead to job 
satisfaction. These set of factors, in the study, are labelled as satisfiers or enablers of 
satisfaction (Ewen, et al., 1966). On the other hand, factors such as work conditions, 
management controls, work policies, salary structures are collectively termed as 
dissatisfiers or hygiene factors, which lead to decreasing levels of job satisfaction 
(Ewen, et al., 1966; Herzberg, et al., 1959). 
 
Hulin and Smith (1967) draw a key proposition from the two-factor theory in 
relating it to job satisfaction (Herzberg, et al., 1959). They differentiate it from 
Herzberg, et al. (1959) study by proposing that certain set of variables lead to overall 
job satisfaction but not to overall dissatisfaction if they are absent and vice-versa. 
Further, they propose that the two set of factors could be labelled differently such as 
(i) satisfiers and dissatisfiers (ii) motivators & hygiene factors (iii) content & context, 
or (iv) intrinsic and extrinsic. The two set of factors correspond to two opposing 
behaviours, intentions or state of mind. Each set of factor and its corresponding 
impact variable are similar to two sides of a coin. Each set of factor does not impact 
the other set of factor other than being neutral to each other (Hulin & Smith, 1967). 
For example, dissatisfaction with a satisfier variable such as participation in decision-
making does not contribute additionally to the overall dissatisfaction other than being 
neutral with the satisfier. Thus, Hulin and Smith (1967) draw two implications of the 
theory based on their above arguments. First, if different set of factors contribute to 
satisfaction and dissatisfaction as per the theoretical underpinnings of the two-factor 
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theory (Herzberg, et al., 1959), then “satisfaction is qualitatively different from 
dissatisfaction” (Hulin & Smith, 1967, p. 396). Second, while the existence of a job 
attribute has one effect on how the job is perceived, the absence of the same attribute 
does not necessarily have an opposite effect on the same job perception (Hulin & 
Smith, 1967). So, based on Herzberg, et al. (1959) study, as dependent constructs in 
the theory are unrelated (i.e. satisfaction and dissatisfaction are not on a continuum), 
one does not increase as the other diminishes. So, it is pragmatic to infer that an 
individual’s level of satisfaction is independent of the level of dissatisfaction 
(Maddox, 1981). This implies that, as per the theory, an individual could 
simultaneously depict varying levels of satisfaction and dissatisfaction (Maddox, 
1981). This is endorsed by Cenfetelli and Schwarz (2010) who, in the context of 
technology use, content that dual factor constructs (e.g. inhibitors/enablers) have three 
key implications. First, they are not the exact opposites of each other and exist 
independently. This implies that system appraisals are not monolithically adverse or 
good but combine positive and negative traits, which can be evidenced in complex 
systems (Cenfetelli & Schwarz, 2010). Second, individuals can evaluate issues, 
objects and behaviors both negatively and positively thus holding simultaneous 
perceptions of being satisfiers and dissatisfiers (Cenfetelli & Schwarz, 2010). For 
example, a user might find interacting with an ERP system frustrating but the same 
system’s output may allow the user to be more productive and efficient in his/her job. 
Third, inhibitors and enablers can independently produce effects on user intentions 
such that inhibitors can “act to hinder intentions despite the presence of enablers 
facilitating the same intentions” (Cenfetelli & Schwarz, 2010, p. 812). 
 
The two-factor theory has been applied in diverse research streams such as 
consumer research (Maddox, 1981), public and personal management (Maidani, 
1991), psychology (Hulin & Smith, 1967), human behavior (Park & Ryoo, 2013), 
organizational behavior and management (Tilekar & Pachpande, 2014) and travel 
management (Lundberg, Gudmundson, & Andersson, 2009). The adaption of 
Herzberg, et al. (1959) two-factor theory for explaining technology use specifically in 
IS research is fairly recent (Cenfetelli & Schwarz, 2010; Lee, et al., 2009; Liu, Guo, 
& Lee, 2011; Park & Ryoo, 2013). In the context of technology use in IS studies, 
enablers refer to the set of factors that encourage or provoke users towards adopting a 
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product or service while inhibitors prevent the same user from using it (Cenfetelli & 
Schwarz, 2010). Studies on switching behaviors (which also constitutes a part of this 
study) have investigated switching enablers and inhibitors using the two-factor 
theoretical lens (Park & Ryoo, 2013). Although such studies are limited, they 
nevertheless build a strong conceptual foundation for understanding the divide 
between the increasing and decreasing use of an IT/IS service (Lee, et al., 2009). 
Some key switching enablers and inhibitors described in past studies, using the two-
factor theory are summarized in Table 11. Those studies depict the diverse variables 
combined as a set of factors labelled as enablers and inhibitors. These specifically 
relate to opposing behaviors, state of mind or intentions that are two sides of the same 
behavior, intention or state of mind. Mostly, studies (Refer to Table 11) have 
explained only one side of such behaviors (e.g. only switching) by looking at the set 
of factors that prevent and enable it, but in different contexts. In comparison, this 
study takes both set of factors (viz. influence of SBNs – relative advantage, and 
influence in SBNs – user influence) for explaining how they prevent and benefit two 
opposing news behaviors viz. switching and continuance. 
 
Table 11: Studies on Switching Behaviours using the Two Factor Theory 
Source Switching 
Enabler 
Switching 
Inhibitor 
Research 
Context 
Hou, Chern, Chen, 
and Chen (2011) 
Alternative 
attractiveness 
Low enjoyment, 
dissatisfaction, 
insufficient 
participants 
Online games 
Ye, et al. (2008) Ease of use, 
relative usage 
User satisfaction, 
breadth of use of 
incumbent product 
Web-related IT 
products 
Keaveney and 
Parthasarathy (2001) 
Informational 
influence, 
propensity for 
risk-taking 
 Online service 
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Kim and 
Kankanhalli (2009) 
Switching 
benefits 
Switching costs User resistance 
to IS 
implementation 
Polites and 
Karahanna (2012) 
Perceived ease 
of use, relative 
advantage, 
subjective norm 
Incumbent system 
habits, switching 
costs, inertia 
New system 
acceptance 
Park and Ryoo 
(2013) 
Omnipresence, 
collaboration 
support 
Satisfaction of 
incumbent IT, 
breadth use of 
incumbent IT 
Intentions to 
switch to Cloud 
computing 
Ye and Potter (2011) Satisfaction Relative advantage Personal 
Information 
Technologies 
This Doctoral 
Dissertation 
User influence Relative advantage News 
Consumption on 
social 
broadcasting 
networks 
 
 
This doctoral dissertation adapts the theoretical foundations of the two-factor 
theory (Herzberg, et al., 1959) for explaining the news behaviours of switching and 
continuance, which form two opposing news behaviours of the same individual 
conducting his/her news consumption activities on SBNs. The two factors that affect 
switching and continuance are (1) influence of SBNs, and (2) influence in SBNs. The 
influence of SBNs is characterized by its relative advantage encompassing immediacy 
of news, timeliness of news and connectedness to information and users. Thus, the 
relative advantage of SBNs is depicted as the inhibitor that prevents individuals from 
switching to traditional news mediums for consuming news (i.e. it enables 
continuance of news consumption on SBNs). On, the other hand, the influence in 
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SBNs is characterized by user influence in the network. This is considered as the 
enabler that allows (influences) individuals to switch their news consumption from 
SBNs to traditional news mediums. 
 
In the IS context, inhibitors have been adapted as a set of factors constraining 
users from adopting technology while enablers have been referred as motivators for 
adopting a service or product (Park & Ryoo, 2013). Thus, the adaption of the two-
factor theory as stated above is consistent with the application of the theory for 
explaining opposing news behaviours. Also, according to Park and Ryoo (2013) a 
user can hold perceptions of both set of factors simultaneously thereby enabling 
concurrent evaluations of dual behaviours or dual user intentions. In the interests of 
extending the two-factor theory, this study investigates the impact of both factors viz. 
relative advantage of SBNs and user influence in SBNs on both news behaviours viz. 
switching and continuance. Both factors are not related to each other, do not oppose 
each other and are independent to each other, which is consistent with the 
implications drawn by Park and Ryoo (2013). Thus, this study also extends the 
research context of news behaviours (i.e. includes both, switching and continuance) in 
applying the two-factor theory.      
 
Comparative Duration of News Consumption on Social Broadcasting 
Networks 
 
Based on the reviewed literature on the two news behaviours of switching and 
continuance, antecedents of those behaviours and the theoretical lens of two-factor, 
this study proposes a process model (Refer to Figure 3) for illustrating the progression 
of news consumption leading to its comparative duration on SBNs.  The process 
model depicts how an individual on a social broadcasting network forms two distinct 
behaviours in response to the prevailing conditions in the network. First, an individual 
on a social broadcasting network wishing to acquire more information desires to be 
connected to global issues and seeks information about issues and events as they 
happen in real time. A rational decision-making process is triggered and influenced by 
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the relative advantage of SBNs, which drives the individual to make a media choice 
for consuming news. First, the individual either (i) continues consuming news on the 
network [this is based on post-adoption studies on IT continuance (Ortiz de Guinea & 
Markus, 2009)], or (ii) switches to traditional news mediums for more information or 
verification [this is based on the post-adoption studies on IT switching behaviour (Ye, 
et al., 2008)]. Second, when an individual on a social broadcasting network sees news, 
posts or updates by friends, other users or news firms, the same rational decision-
making process (as stated above) occurs leading the individual to either continue 
consuming news on the network or switch to traditional news mediums (as a 
functionally similar service) for consuming news. 
 
The above observations of news consumption on SBNs help in conceptualising 
the antecedents of the two opposing news behaviours (i.e. switching news 
consumption to traditional news mediums and continuing news consumption on 
SBNs). The influence of SBNs through its value propositions of news immediacy (i.e. 
individuals can consume news whenever desired), timeliness (i.e. news is available as 
it happens) and connectedness (i.e. individuals can create, comment or share news 
thereby connecting to content and other individuals) reflect the relative advantage of 
the network. On the other hand, influence in SBNs is observed through users 
influencing other users in SBNs and thereby impacting their overall news 
consumption in the SBNs. This depicts the role of SBNs and shows how they can 
potentially affect traditional news firms. For example, when individuals switch 
consumption to traditional news mediums by clicking news web links or searching 
and going to traditional news mediums, it increases audience levels on the news 
medium. This potentially benefits the news firm producing the news medium. On the 
other hand, an individual continuing his/her news consumption on SBNs despite the 
influence flaunted by news firms on the network do not potentially benefit news 
firms, as they are unable to attract and persuade individuals to consume news on their 
traditional news mediums. Both behaviours have an overall impact on the 
comparative duration of news consumed on SBNs (i.e. compared to traditional news 
mediums) thus highlighting the significance of SBNs. 
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The process model (Refer to Figure 3) describes users on SBN influenced by the 
network as well as users in the network. This is depicted through two situations which 
users generally face on SBNs. These further translate into two outcomes, which are 
depicted through the news behaviours of switching and continuance. The two-factor 
theory is illustrated for understanding the relationships between the influence of SBNs 
and the influence in SBNs on the news behaviours of switching and continuance. 
Although, as per the theory, each factor has a relationship with only one side of an 
individual’s state of mind, behaviour or intent, this study extends the theory by testing 
the relationship of both factors on both news behaviours of switching and 
continuance. These news behaviours further reflect the comparative duration of news 
consumption on SBNs. Comparative duration of news consumption on SBNs is 
included in the conceptual model to test the theory in its nomological net. 
 
 
 
Figure 3: Process Model of News Consumption on Social Broadcasting Networks 
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CHAPTER SUMMARY AND CONCLUSIONS 
  
The goal of this literature review was to critically examine and evaluate past 
research relating to key concepts and elements of this doctoral dissertation. A 
summary of the prime elements examined is provided below. 
 
The literature review began with tracing the evolution of social networks and 
describing its build-up to its current Internet-based digital form. The analysis 
distinguished key elements of digital social networks and compared those to real life 
social networks. It further described the various ways in which digital social networks 
are defined and used in extant literature and introduced SBNs as a new sub-category 
of the present-day digital social technologies such as Facebook and Twitter for 
consuming news. A comparative analysis was presented on how digital social 
networks differ from other web-based technologies such as cloud computing or e-
commerce websites. The next section dealt with social network analysis revealing 
how researchers in the communications and IT/IS domains have analysed digital 
social networks. The comprehensive commentary presented IS studies that 
conceptualized social networks and defined and explained their benefits and 
opportunities. These studies offered differing perspectives on digital social networks. 
The section following that made a solid case for SBNs resembling news mediums 
based on their broadcasting features. It highlighted the advantages of the social 
networking elements that aid news creation, delivery and consumption functions. It 
further related how researchers have studied it as a news medium influenced by 
political agendas and citizen news reporting, and highlighted its social and 
broadcasting features. Next, in describing the principal characteristics of SBNs, the 
section identified the principal constituents of the present-day digital culture such as 
participation, remediation and bricolage. A summarized description of each 
component was further provided. Then, the literature review introduced news 
consumption on SBNs and discussed how that differs from traditional news 
consumption. It also highlighted dynamic changes and news consumption trends in 
the present-digital age. It led a comprehensive discussion on defining consumption 
and listing some of the activities involved in how news is consumed on SBNs. 
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Technology-driven characteristics of SBNs were described along with network 
affordances. The above-discussed literature covered the introductory phase of this 
study. The sections following those dealt with the key constructs of the study. 
 
 The section on the relative advantage of SBNs analysed various factors that 
influence people to make media choices and select a medium over another. Based on 
prior studies, a definition for the construct was provided and a case was made for 
investigating it in a post-adoption news consumption setting. The section also 
provided selected literature on the different perspective and factors influencing users’ 
media choice decisions. In the next section, insights into how users influence other 
users on SBNs were described. The section detailed how users get attached to SBNs 
and how users influence other users in SBNs. It classified three distinct types of users 
and the influence they flaunt and weld in the network. The influence of users was 
explained through the theoretical lens of social impact. In addition, three factors that 
potentially increase the likelihood of an individual responding to social influence in a 
network were put forth. Based on the above, this study defined user influence on 
SBNs. Then, the literature review focused on post adoption IS/IT switching 
behaviours for understanding how users switch between competing IT applications, 
products and platforms. It described how present-day ubiquitous technologies make it 
easy for a user to switch their news consumption between SBNs and their traditional 
offline competitors. Based on prior literature a definition for switching was provided 
and the importance of switching behaviour in a post-adoption IT/IS setting was 
offered. Further, a comprehensive depiction of how such behaviour is studied in 
extant literature was offered and how this doctoral dissertation differs from others 
studies was made. Next, in describing post-adoption continuance of IS/IT use, the 
section analysed literature on IT/IS continuance studies. It put forth three prime 
elements of IS knowledge on the continuing use of IT. It tracked the roots of 
continuance studies and presented a selection of literature for understanding past 
studies’ perspectives and findings. Finally, the theoretical foundations of the two-
factor theory were highlighted and studies using the theory for investigating switching 
behaviours were emphasized. In addition, a process model was put forth to explain (1) 
news consumption on SBNs (2) the development of the conceptual research model 
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leading to the comparative duration of news consumption on SBNs, and (3) depiction 
of news behaviours and their influencing factors as per the two-factor theory. 
  
In final analysis of the undertaken literature review, this doctoral dissertation (i) 
investigates the role of a new sub-category of information technology called SBNs 
(Shi, et al., 2014) thereby contributing new understanding to its ontology, effects and 
impacts (ii) studies post-IT adoption switching behaviour, specifically looking at how 
users of SBNs consume news, which is under-researched in previous IS studies (iii) 
proposes the relative advantage of SBNs (through the value proposition that the 
network offers) and influence of users on other users in the network as new 
antecedents (i.e. not used in previous studies) to IT/IS switching and continuance 
behaviours, and (iv) adopts the two-factor theory, as the theoretical lens for 
highlighting and explaining the presence and impact of the relative advantage of 
SBNs and user influence on the opposing news behaviours of switching and 
continuance on SBNs.  
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CHAPTER 3 
RESEARCH MODEL DEVELOPMENT 
 
This chapter explains the study background, conceptual model development and 
hypothesis development. It further elucidates how key constructs of the conceptual 
model are derived based on the detailed review of prior related literature presented in 
Chapter 2. Those are summarized and presented along each hypothetical relationship. 
This helps in further testing the relationships and thereby explaining news behaviours 
of individuals impacted by SBNs. This leads the study to interpret the role of SBNs as 
benefitting news firms as well as becoming their nemesis.  
 
For achieving the study objectives, five key constructs are taken into 
consideration for building the research model. These constructs (Refer to Figure 3 in 
Chapter 2 and the related discussion) are as below. 
 
(1) Relative Advantage of social broadcasting networks 
(2) User Influence on other users in social broadcasting networks 
(Note: The above constructs 1 and 2 form the antecedents to news consumption)  
 
(3) Switching news consumption to traditional news mediums 
(4) Continuing news consumption on social broadcasting networks 
(Note: The above constructs 3 and 4 are news behaviours observed on social 
broadcasting networks) 
 
(5) Comparative duration of news consumption on social broadcasting 
networks 
(Note: This construct is the outcome variable of the two news behaviours) 
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This chapter explains the development of the research model conceptualised by 
this study. The research model is explained through the two-factor theory, the process 
model of individual’s comparative news consumption on SBNs (Refer to Figure 3), 
and the background and context of the study discussed in the literature review 
(Chapter 2). The relative advantage of SBNs and the influence of users on other users 
in SBNs constitute two prime factors that affect the two opposing news consumption 
behaviours namely switching news consumption to traditional news mediums and 
continuing news consumption on SBNs. In turn, both news behaviours impact the 
comparative duration of news consumption on SBNs. The development of constructs 
lead to hypothesizing their relationships, which are then tested (Note: Findings are 
described in Chapter 5). 
 
STUDY BACKGROUND 
 
The news behaviours of individuals present a unique context for investigating 
the role of SBNs while traditional news firms offer the grounds for analysing their 
subsequent impact and implications. Traditional news firms have been severely 
impacted and their businesses disrupted by SBNs such as Facebook and Twitter (Aral, 
et al., 2013). These networks collectively form a highly compelling, interactive and 
personalized communication media that combines the functions of information 
transmittal, distribution, content creation and social networking (Shi, et al., 2014). A 
social broadcasting network such as Facebook or Twitter is a low cost, easy to use, 
open access, convenient and ubiquitous medium for producing, reporting, sharing and 
consuming information (Bryant & Zillmann, 2009). The huge popularity of such 
networks used by diverse demographic groups for discussing, networking and 
information seeking and sharing (Glynn, et al., 2012) has forced traditional news 
firms such as for example newspaper companies to offer news through these new 
mediums (Williamson, et al., 2012) as well as hire media professionals to direct and 
manage them (Glynn, et al., 2012) for sourcing information and delivering news. 
They have become an important platform that provide a wide range of news generated 
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by many people compared to any single news source (e.g. through web links, posts, 
updates, tweets) (Pew Research Center, 2013). This perhaps marks one of the most 
important reasons for traditional news firms to start engaging with SBNs, i.e. to 
deliver a wide range of news through a single platform and attract mass individuals on 
those platforms to switch to their traditional news mediums (e.g. through web links). 
Such a response is typical when a new technology offering innovative opportunities 
provoke firms to exploit the technology or technology-enabled products and services 
to warrant their immediate survival (Lee, Lee, & Lee, 2003). Thus, based on the 
abovementioned, this study observes that traditional news firms engage with SBNs 
such as Facebook and Twitter for: (i) delivering news through a convenient, easy and 
low cost medium (ii) connecting to people on a global scale, which otherwise is not 
possible for an average local or regional news firm, and (iii) attracting people in the 
network to consume news through their traditional news mediums (e.g. newspaper, 
television channel, news website) (Sundar, 2009; Vuori, 2012). News firms use these 
networks as resources for building audiences and generating revenues, which have 
witnessed steady declines in their offline news mediums (e.g. newspaper) due to 
dwindling subscriptions and advertising revenue losses (Arango, 2009). News firms 
perceive the core broadcasting features of such networks (refer to Table 5, Chapter 2) 
as beneficial and valuable to their business not realising that latent properties of and in 
SBNs (viz. SBNs relative advantage and the influence of users in SBNs) can 
potentially disadvantage them (i.e. news firms). Likewise, influential users such as 
celebrities, experts and leaders also use SBNs to promote and carry out their personal 
agendas such as informing and connecting with followers, stakeholders and citizens. 
This has a strong influence on individuals in continuing their news consumption on 
SBNs. 
 
By observing the news behaviour of individuals, this study highlights one of the 
prime characteristic of SBNs viz. inclusivity, which denotes that these networks are 
available to all (Rosemann, et al., 2011). Thus, they show similarity to public goods 
such as roads or parks that are available free of costs to the general public. Such 
inclusivity facilitates the average person who was once a passive receptor of news 
(Ball-Rokeach & Jung, 2009) relying on traditional news firms for newsworthy 
information to be an active participator in creating and disseminating news (Pentina & 
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Tarafdar, 2014). The technology-enabled tools underlying SBNs support users in 
generating content (Kaplan & Haenlein, 2010), curating newsworthy information 
(Pentina & Tarafdar, 2014) and instantly sharing information. This has enabled the 
average news consumer to share their vision, views, opinions and insights on a variety 
of issues as well as maintain relationships and network with other users with similar 
interests (Lee & Ma, 2012). People also like to follow and read updates and 
information by celebrities, experts and leaders that use these networks to connect with 
their fans, stakeholders and citizens. Voluminous information generated by diverse 
type of users such as through videos, photos, texts, comments, posts or tweets exert 
influence and attract other users in the network that may or may not be indulging in 
news-seeking activities for consuming or sharing newsworthy information (Hanna, 
Rohm, & Crittenden, 2011). On the other hand, while the plethora of free and 
dynamic news mediums have diminished the role of traditional news media (e.g. 
television, newspaper), individuals still continue to consume news on traditional news 
mediums such as through television newscasts and news websites (Pew Research 
Center, 2013). Although this provides some relief to traditional news firms in terms of 
their business viability, it also creates some degree of confusion, dilemma and 
ambiguity on the exact role of SBNs. Thus, by focusing on the news consumption of 
individuals, this study builds strong theoretical understanding about the role of SBNs.  
 
CONCEPTUAL MODEL DEVELOPMENT 
 
This study develops the conceptual model by observing how individuals 
consume news in the present-day digital environment dominated by SBNs such as 
Facebook and Twitter. The goal of this study is to understand, analyse and explain the 
role of SBNs through the (i) influence of the network, and (ii) prevailing influences in 
the network on the news consumption of individuals. The research model is 
developed and based on the mentioned study goal. 
  
First, this study takes into account two factors impacting the comparative 
duration of news consumption on SBNs in relation to news consumption on 
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traditional news mediums. Prior research on media choice has described several 
factors such as richness of the media or media synchronicity (refer Table 9, Chapter 
2) that influence people to make media choices (Brown, et al., 2010; Daft, et al., 
1987; Dennis, et al., 2008; Watson-Manheim & Belanger, 2007). Similarly, studies 
focusing on the intention to use IT have listed several factors such as ease of use, 
usability, habit, social influence, price value, performance and effort expectancy etc. 
for explaining user behaviour (Choudhury & Karahanna, 2008; Venkatesh, et al., 
2003; Venkatesh, et al., 2012). However, according to Bok, et al. (2012), first, users 
are unlikely to always evaluate several criteria’s to make media choices. Rather, 
drawing on diffusion of innovation theory (Rogers, 1995), Choudhury and Karahanna 
(2008) point out that consumers adopt online digital mediums for specific purposes 
(e.g. making price comparisons or purchases) based on the relative advantage of the 
online digital medium over traditional channels for a specified task. Second, extant 
literature on the role of individuals influencing news reporting and sharing finds that 
the diversity of news content and views coupled with extensive user-generated 
reporting has impacted how news is consumed (Pentina & Tarafdar, 2014). The 
theoretical lens of social impact (Latané, 1981) evidences that individuals are 
influenced by the actions and expectations of other individuals. Thus, this study 
identifies two factors viz. relative advantage of SBNs and user influence in SBNs 
affecting the news consumption of individuals on SBNs. Refer Figure 4. 
 
 
Figure 4: Relation of Relative Advantage of SBN, User Influence in SBN 
and Comparative Duration of News Consumption on SBN 
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Two Factors, News Behaviors and News Consumption on Social 
Broadcasting Networks 
 
Further, this study captures the impact of the two factors viz. relative advantage 
of SBNs and user influence in SBNs (Refer to Figure 4) on the news behaviours of 
individuals on SBNs. The high and active number of users already on SBNs (For 
example, refer to Table 8, Chapter 2) necessitates this study to focus on post-adoption 
behaviours rather than user intentions or perceptions for consuming news on SBNs. 
Prior studies on post-adoptive IT behaviours represent adoption decisions and post-
adoption activities (Rogers, 1995) relating to the acceptance and diffusion of IT 
applications (Jasperson, et al., 2005). Such studies address post-adoption behaviours 
being influenced by similar factors that impact prior or initial use of IT and 
conceptualise such usage as increasing based on users gaining experience in using it 
(Bhattacherjee, 2001; Jasperson, et al., 2005; Venkatesh, et al., 2003). However, in 
reality, post adoption IT behaviours can diminish (and not always increase as 
conceptualized by past studies) over time based on users testing, trialling, routinizing 
or abandoning IT use due to their existing and ongoing activities and objectives 
(Jasperson, et al., 2005). There is consensus that technology acceptance and initial use 
of IT enriches understanding of post-adoptive IT behaviours given the “path-
dependent nature of IT adoption and use processes in general” (Jasperson, et al., 2005, 
p. 527). However, Jasperson, et al. (2005) argues that as political and learning models 
in IS literature better explain post-adoptive behaviours rather than the task-technology 
fit models, new factors need to be explored for explaining influences leading to post-
adoptive behaviours. Alluding to all the above arguments, this study focuses on two 
post-adoption behaviours within the context of the undertaken research: (1) switching 
news consumption to traditional news mediums, and (2) continuing news 
consumption on SBNs. An individual’s prior use of an IT application and experience 
has an impact on the individual’s post-IT adoption behaviour (Jasperson, et al., 2005). 
Past studies on media use for news consumption have evidenced individuals using 
multiple news mediums for satiating their news consumption (Dutta-Bergman, 2004; 
Lee & Ma, 2012; Lee & Leung, 2008; Yuan, 2011). Based on observations and 
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reviewed literature, this study situates news consumption behaviours on SBNs as (i) 
switching to substitutable news mediums such as television or news websites, and (ii) 
continuing news consumption on SBNs. Prior research on IT switching behaviours 
reveals some general patterns such as people being attracted by the usage of 
incumbent products and services as well as by new substitutes (Keaveney & 
Parthasarathy, 2001; Ye, et al., 2008). On the other hand, based on prior literature, the 
fundamental tenant of continuing IT use is driven by a series of decisions involving 
two responses (Ortiz de Guinea & Markus, 2009): (1) perceptions of the ease of use 
and usefulness of IT (Ortiz de Guinea & Markus, 2009; Venkatesh, et al., 2012), and 
(2) expectations and beliefs (Bhattacherjee, 2001), which is a set of affective 
responses such as satisfaction with the use of IT (Agarwal & Karahanna, 2000; Kim 
& Malhotra, 2005). However, in order to maintain the parsimony and explanatory 
power of this study’s conceptual model beyond the conventional task-technology fit 
model, we identify the two factors stated above viz. relative advantage of SBNs and 
user influence on other users in SBNs as influencing both news behaviours (i.e. 
switching to traditional news mediums and continuing news consumption on SBNs). 
Refer to Figure 5. 
 
  
Figure 5: Relations of Relative Advantage of SBN and User Influence in 
SBN on News Behaviours 
 
Past studies on post-adoption behaviour define it as “behaviour by an individual 
user after an IT application has been installed, made accessible to the user, and 
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applied by the user in accomplishing his/her work activities” (Jasperson, et al., 2005, 
p. 531). At the individual level of analysis, this study aligns the impact of post-
adoption behaviours (i.e. switching and continuance) within the broader relationships 
between the two factors and the comparative duration of news consumption on SBNs. 
Through the discussion above, this study reflects voluntary perceptions inducing or 
leading an individual to consume news on SBNs. After an individual adopts and uses 
SBNs for consuming news, the influence of the networks (i.e. its relative advantage) 
and the influence in the networks (i.e. user influence) act as two distinct factors that 
impact the two voluntary yet opposing news behaviours viz. switching news 
consumption to traditional news mediums and continuance of news consumption on 
SBNs. The relationship between the two factors and the two opposing news 
consumption behaviours is conceptually explained using Herzberg, et al. (1959) two 
factor theory. The theory has been cited as highly influential (despite criticism and 
controversy surrounding its validity) due to its power of conceptual clarity and 
simplicity (Lee, et al., 2009; Park & Ryoo, 2013). Its adaption to technology use, 
which is fairly recent, offers the conceptual and theoretical premise for understanding 
the connection (or disconnection) between key forces of IT service usage (Cenfetelli 
& Schwarz, 2010; Lee, et al., 2009; Park & Ryoo, 2013). The two-factor theory 
typifies reasons affecting user’s intentions as both enablers (e.g. motivators or 
satisfiers) and inhibitors (e.g. de-motivators or hygiene factors) (Park & Ryoo, 2013). 
In the IS context, inhibitors have been adapted as factors constraining users from 
adopting IS while enablers refer to motivations for adopting a product or service (Park 
& Ryoo, 2013). Each of the two factors impact the intent or activity of individuals as 
dual factors that are not related to each other, do not oppose each other and are 
independent to each other (Park & Ryoo, 2013). On the other hand the intent or 
activity affected does not have to be on a continuum and the absence or insufficiency 
of one factor need not necessarily result in increase or decrease (or high/low) of one 
intent/activity over the other (Lee, et al., 2009). Thus, a user can hold perceptions of 
both factors simultaneously thereby enabling the concurrent evaluation of dual 
behavioural intent or activity (Park & Ryoo, 2013). Adapting the theoretical premise 
of the two-factor theory to the context of this study, the effect of the two factors i.e. 
relative advantage as influence of SBNs, and user influence as influence in SBNs are 
investigated to understand their relationships on the two opposing news behaviours of 
switching and continuance. The impact of both behaviours is then measured for 
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understanding the duration of news consumed on SBNs by an individual. This has 
implications for traditional news companies and practitioners such as the model’s 
predictive power will indicate the extent to which SBNs are beneficial (or not 
beneficial) to news firms based on the degree and extent of individual news 
consumption in the networks. As institutional users, news firms have clear business 
goals for using the networks. This study derives the research model (Refer to Figure 
6) based on the premise of the two-factor theory, observed news consumption 
activities on SBNs and prior literature on IT/IS switching and continuance behaviour 
in post-adoption IT studies. The depiction of news behaviours affecting the overall 
duration of news consumption on social broadcasting network is in line with studies 
on user acceptance of IT that investigate intentions of IT usage, which lead to actual 
IT use (Karahanna, et al., 1999; Venkatesh, et al., 2012) and probable outcomes.  
 
Figure 6: Research Model - Factors Influencing News Behaviours and 
Impact on News Consumption in Social Broadcasting Networks 
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HYPOTHESIS DEVELOPMENT 
 
This research fundamentally investigates two news behaviours viz. switching 
and continuance. The understanding of these behaviours is informed by IT usage 
behaviours such as (i) IT usage continuance, and (ii) IT usage switching (Ye, et al., 
2008). Studies on IT continuance behaviour have investigated factors driving 
continuing use of IT after initial adoption (Agarwal & Karahanna, 2000; Kim, et al., 
2014; Kim & Malhotra, 2005; Mouakket, 2015). In general, these studies regard 
continuance as an extension of initial IT adoption that is predicted by the same IT 
adoption constructs (e.g. perceived ease of use) (Park & Ryoo, 2013). However, pre-
adoption factors are not able to consistently predict post-adoption behaviours 
(Karahanna, et al., 1999; Park & Ryoo, 2013), as they do not explain why some users 
discontinue usage after IT acceptance. So, existing IT acceptance models limit the 
scope for explaining continuance and at times contradict observable IT continuance 
activities (Bhattacherjee, 2001) such as for example, intermittent switching to 
substitutable competitive products or services (e.g. web browsers). Post-adoption IT 
usage studies have also recognized the significance of the psychological motivation of 
users arising from usage experiences after initial IT adoption (Bhattacherjee, 2001). 
Thus, constructs such as habit (Jasperson, et al., 2005), actual IT usage (Kim & 
Malhotra, 2005) and satisfaction/dissatisfaction (Bhattacherjee, 2001) have been 
assimilated into continuance models to predict and explain IT continuance. 
 
In the post-adoption IT usage setting, another distinct behaviour that recognizes 
the discontinuance of IT use is IT switching behaviour. Although switching is an 
independently opposing behaviour to IT continuance, it is related to the continuance 
concept (Park & Ryoo, 2013). Historically, post-IT adoption behaviour research has 
not differentiated between innovations and enterprise-specific IT services and 
products, thus limiting the understanding of switching behaviour (Ye, et al., 2008). 
For example, organisations make centralized decisions on their choice of IT software 
and hardware thus standardizing both, product and functionality. In such scenarios the 
concept of switching is underlined by the continuance-discontinuance paradigm 
(Bhattacherjee, et al., 2012; Ye, et al., 2008). 
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In sharp contrast, digital social technologies (including software, application 
tools) catering to mass users are often highly substitutable products (or services) that 
have similar functionalities and directly compete with each other (e.g. web browsers) 
(Ye, et al., 2008). Such settings induce users to temporarily terminate, reduce or 
concurrently use the incumbent IT/IS application and the functionally similar new 
product or service. However, such switching behaviours occur only in post-adoption 
IT/IS use settings where adoption, use and familiarity with the new product or service 
has taken place (Ye, et al., 2008). 
 
Thus, switching and continuing IT usage constitutes two important pillars in 
post-adoption IT usage. Contextualising this understanding to news consumption in 
the present digital age, this study observes that news behaviours on SBNs also follow 
a similar pattern of switching and continuance. On the one hand, individuals switch to 
traditional news mediums for more information or for verifying information while on 
the other, they continue consuming news on the networks, as they feel satiated, 
interested or attracted by the sheer volume and diversity of information, networking 
and engagement with different types of users (e.g. individuals, celebrities, business 
firms) as well as the distinct attributes and features of SBNs that allow them to access, 
create, share and consume information instantaneously. 
 
Based on reviewing relevant literature on post-adoption IS/IT switching and 
continuance behaviours (refer to Chapter 2 – Literature Review), this study attempts 
to bind two critical factors for explaining the two opposing news behaviours of 
switching and continuance on SBNs. In doing so, this study adapts the theoretical 
underpinnings of the two-factor theory (Herzberg, et al., 1959) for describing why and 
how the two factors influence the two news behaviours at the individual level. 
 
Herzberg, et al. (1959) proposed a two-factor model of motivators for theorizing 
job satisfaction and dissatisfaction, which they posit act independent to each other. In 
their seminal work, they distinguished the two factors as (1) motivators, which are 
intrinsic to the individual such as sense of responsibility, involvement in 
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organisational decision-making, and (2) hygiene factors that are extrinsic to the work 
such as work conditions, organisational policies, functioning of firm management 
(Herzberg, et al., 1959). The theory has been adapted in recent times by IS researchers 
for explaining the enabling and inhibiting factors of post-IT adoption switching 
behaviours (Cenfetelli & Schwarz, 2010; Lee, et al., 2009; Liu, et al., 2011; Park & 
Ryoo, 2013). It has also been applied in other domains such as consumer research 
(Maddox, 1981), public and personal management (Maidani, 1991), psychology 
(Hulin & Smith, 1967), human behavior (Park & Ryoo, 2013), organizational 
behavior and management (Tilekar & Pachpande, 2014) and travel management 
(Lundberg, et al., 2009). This study takes a more integrated approach in adapting the 
underpinnings of the two-factor theory for explaining the two opposing news 
behaviors of switching and continuance within a unified framework (Refer to Figure 
6: Research Model). Further, it also attempts to show the relationship of the two 
behaviours on the comparative duration of news consumption on SBNs thus 
highlighting the role of such networks and their repercussions on traditional news 
firms. 
 
The ubiquitous and dynamic nature of SBNs (and social digital technologies in 
general) as open and public networks has necessitated this study to look at two key 
factors constituting an important and integral part of the network itself. This differs 
from previous studies that have utilized the two-factor theory for understanding 
organisational behaviours (typically, only one behaviour such as switching is 
investigated) and intentions related to IS use in a closed and bounded organisational 
environment. The two factors used in this study are: 
  
(1) Influence of Social Broadcasting Networks: This is related to the 
relative advantage of SBNs, which in turn is based on the premise of 
the “feature-centric view of technology” (Jasperson, et al., 2005, p. 
527). Technology features are interpreted as well as adapted by IT 
users in order to “constitute a technology-in-use” (Jasperson, et al., 
2005, p. 529) in post-adoption IT contexts. [Also refer to DeSanctis 
and Poole (1994)]. Technology features and their value propositions 
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are important, as they influence and determine work outcomes at any 
given points in time (DeSanctis & Poole, 1994). In addition, 
technology attributes reflect the “core of the technology, collectively 
representing its identity” (Jasperson, et al., 2005, p. 529). Thus, the 
relative advantage of SBNs over their traditional counterparts (i.e. 
traditional news mediums) delineates the value propositions offered 
by the network for influencing user behaviour. 
   
(2) Influence in Social Broadcasting Networks: This factor is associated 
with user influence on other users in SBNs.  These networks comprise 
a public environment wherein news consumption is a voluntary 
activity. The networks constitute large online communities (e.g. 
groups, associations, friends) with common shared interests (Ren, et 
al., 2012). Individuals in such networks create and share information 
with the general public in the network (Wasko & Faraj, 2005) making 
the networks important digital spaces for professional, political and 
social discussions (Ren, et al., 2012). Social psychological theory 
informs the formation of individual attachments in a group, which 
happen through (1) the group’s identity whereby people are attracted 
and feel connected to each other based on their goals, activities and 
character of the group (Hogg & Turner, 1985a), and (2) interpersonal 
bonds, friendships and other social relations developed by people in 
the group with other members of the group. User influence on SBNs 
follow the notion of bond-based attachment arising from the exchange 
of personal and social information (Ren, et al., 2012). This shifts the 
attention from the identity of the network to its individual members.   
 
Based on the diverse research areas that have adapted the two-factor theory 
(Herzberg, et al., 1959), the two factors underpinning individual behaviour, activity or 
intent have also varied from their original conceptualization of motivators-hygiene 
factors to enablers-inhibitors, satisfiers-de-motivators etc. The two-factors proposed 
in this study are in line with the study’s context and scope and concur with Park and 
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Ryoo (2013) theoretical analysis of the factors based on recent literature adopting the 
two-factor theory. Their analysis reveals: (i) factors are not polar opposites of each 
other and do not oppose each other (ii) each factor has effects on individual behaviour 
or intent and thus act as dual-factor constructs (iii) individuals can hold perceptions of 
both factors simultaneously (iv) the factors help in evaluating individual behaviours  
simultaneously, both positively and negatively (v) one factor can have positive effects 
on an individual behaviour or intent despite the second factor facilitating a negative 
effect on the same behaviour or intent, and (vi) the absence of one factor does not 
necessarily encourage the other factor to have positive effects on individual behaviour 
or intent. Based on the abovementioned, the two factors are now discussed as 
constructs for building the research hypotheses. 
 
Influence of Social Broadcasting Networks (Relative Advantage) 
 
Social cognitive theory (Bandura, 1986) posits that people are motivated to 
behave (or intend to behave) expecting positive or favourable outcomes. With respect 
to technology use, Choudhury and Karahanna (2008, p. 180) conceive that consumers 
adopt digital channels (on the Internet) for a specific task “if they perceive a relative 
advantage of the channel over traditional channels.” Based on empirical evidence, 
relative advantage has consistently proved to be “the best predictor of 
adoption/usage” (Choudhury & Karahanna, 2008, p. 180). [Also refer Karahanna, et 
al. (1999), Moore and Benbasat (1991), Rogers (1995)]. Relative advantage is also 
conceptualized as a multi-dimensional construct (Choudhury & Karahanna, 2008) 
based on the diffusion of innovation theory (Refer to Rogers, 1995). Prior studies 
have used relative advantage to evidence IT benefits on various dimensions such as (i) 
time and effort savings, lower costs (Rogers, 1995) (ii) trust, convenience and 
efficacy of information acquisition (Choudhury & Karahanna, 2008), and (iii) 
switching costs and benefits (Bhattacherjee, 2001; Ye, et al., 2008).  
 
Taking a feature-centric view (Jasperson, et al., 2005) of SBNs, this study 
observes three prime features that reflect the core relative advantage of the networks, 
which represents the gratifications afforded by these networks: 
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(1) Immediacy of newsworthy information (Kietzmann, et al., 2011): 
Individuals use SBNs as they (i.e. the networks) transcend temporal 
and geographical boundaries and provide immediate access to 
information (Xu, et al., 2012). These networks facilitate 
conversations within all network users creating instant pathways for 
information dissemination (Kietzmann, et al., 2011). For example, on 
average, more than 6,000 tweets are tweeted every second on 
Twitter; 2,500 photos are uploaded every second on Instagram; 2,000 
messages are posted on Tumblr; 100,000 videos are viewed on 
YouTube11. 
 
(2) Timeliness of newsworthy information (Li & Ng, 2013): Recent 
studies on user behaviours on Twitter find that instant news reporting 
(e.g. breaking news), latest news reporting (e.g. headline news) and 
commenting on current events are some of the main intentions for 
using Twitter (Kwak, et al., 2010; Li & Ng, 2013). Kwak, et al. 
(2010) exploring the topological attributes of Twitter finds that more 
than 80% of trending topics are headline news occurring in real life. 
Likewise, creating real-time status updates on many SBNs (e.g. 
Facebook) create an ambient cognizance of issues and events 
(Kaplan & Haenlein, 2012). 
 
(3) Connectedness (Kietzmann, et al., 2011): The widespread use of SBNs 
has enabled mass congregation of individuals that pursue common 
and shared interests despite being segregated by time and 
geographical space (Faraj, et al., 2015; Lee & Ma, 2012). These 
networks have become platforms of influence by engendering 
radically new ways of interacting and connecting with both, users 
and information (Hanna, et al., 2011). A study by Huang (2009) finds 
that young adults see digital news mediums (e.g. online websites, 
Facebook) as important platforms for connecting and staying 
11 http://www.internetlivestats.com/one-second/#tweets-band 
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informed on the world around them. Social connectedness that 
enhances information sharing in SBNs is limited in traditional news 
mediums in the absence of active and effectual diffusion channels 
(Lee & Ma, 2012). SBNs also support four different types of ties or 
simple connections between users (Kane, et al., 2014) such as (1) 
proximities representing shared physical or social spaces for ties to 
form (2) relations reflecting social connectedness between nodes 
such as role-based (e.g. friends) and affective (e.g. likes) connections 
(3) interactions, and (4) flows such as intangible materials (e.g. 
beliefs, information) between interacting nodes in the network. SBNs 
also facilitate connecting with influential users (e.g. celebrities, 
experts, leaders) (Kane, et al., 2014). 
 
Collectively, the above-mentioned features represent strong value propositions 
reflecting the identity of SBNs. Such features constitute a clear advantage that 
increases the likelihood of users on SBNs to continue their news consumption on 
SBNs. Consequently this study proposes: 
 
Hypothesis 1a: Relative advantage of a social broadcasting network will lead to 
greater continuance of news consumption in the network. 
 
In the context of news consumption on SBNs, relative advantage of these 
networks is likely to be less salient in relation to switching news consumption to 
traditional news mediums. This is because substitutable products (i.e. traditional news 
mediums such as television or newspapers) have to prove their unique advantages 
over the incumbent product (i.e. SBNs) for satisfying news requirements of the 
individual (Ye, et al., 2008). However, if individuals expect other advantages or 
benefits from the substitutable product or service, then they are likely to switch to the 
substitutable product (Ye, et al., 2008). As a ubiquitous, dynamic and emerging news 
media, SBNs offer users a wide array of affordances (Majchrzak, et al., 2013) and 
content selection (Lee & Ma, 2012). In the present digital age, individuals are active 
users and processors of information (Ball-Rokeach & Jung, 2009) and therefore likely 
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to evaluate the potential benefits of a digital social network based on their usage and 
experience, for further use (Lee & Ma, 2012). These networks have increased public 
debates and social discussions (Agarwal, et al., 2008) resulting in widespread 
proliferation of its use (Kane, et al., 2014). Based on the above, this study posits: 
 
Hypothesis 1b: Relative advantage of a social broadcasting network will reduce 
switching to traditional news media for consuming news 
 
Influence in Social Broadcasting Networks (User Influence) 
 
   Digital social networks have provided vast opportunities for accessing 
knowledge and information, which are generated by users in the networks (Agarwal, 
et al., 2008). Voluminous content created and shared by users (e.g. news reports, 
social videos) attracts and benefits users in these networks in sourcing information, 
acquiring knowledge and consuming content (Agarwal, et al., 2008). Online 
communities consisting of social groups (e.g. friends, school mates), professional 
alliances (e.g. group of medical practitioners) have grown exponentially and created 
strong social ties (e.g. through Facebook) and professional networking spaces (e.g. 
through LinkedIn), which have attracted an ever-growing number of people that 
otherwise are restrained by physical and geographical location and time (Agarwal, et 
al., 2008). As Glynn, et al. (2012) posits, the prime motivation for joining digital 
social networks is often social. However, when exposed to constant information 
posted by friends, colleagues or acquaintances, users start following other users in the 
networks (Glynn, et al., 2012). In SBNs, users actively produce and report 
newsworthy information by submitting links to news stories and various other sources 
such as news organizations, influential socialites, and political and business leaders 
(Szabo & Huberman, 2010). Users also acquire journalistic legitimacy through 
voluntary contributions of news reporting, curating, sharing and distribution (Pentina 
& Tarafdar, 2014). This makes users both, producers and consumers of newsworthy 
information (Bruns, et al., 2012). Diverse activities influence users in these networks 
to actively engage in the network, wherein they do not have to rely on (i) news flows 
controlled by traditional news firms, and (ii) news content determined by editors and 
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news practitioners (Lee & Ma, 2012). Influential people such as celebrities, experts 
and leaders (CELs) use SBNs aggressively to disseminate information in their 
personal and professional capacities (Hong, 2012) for maintaining ties and relations 
with the public (Boyd & Ellison, 2008). They seek to communicate and positively 
influence their fans, stakeholders, citizens and customers with whom they share a 
strong online rapport but no offline connections (Kane, et al., 2014). Users on SBNs 
are influenced by celebrities, experts and leaders (CELs), as that (i) increases the 
users’ reputation in social and professional networks (Kane, et al., 2014) (ii) provides 
indirect connections, which are not possible in offline environments, and (iii) keeps 
users informed of CELs personal, social and professional lives in real time. For 
example, singer, songwriter and actress Katy Perry has more than 74 million 
followers on Twitter while U.S. President Barack Obama has over 63 million12. 
Consider the example of a tweet by Tesla Motors CEO Elon Musk on March 30, 2015 
who tweeted about unveiling a major new non-car Tesla product line in April 2015. 
Within 24 hours of his tweet, which was consumed by some 1.87 million followers, 
the market capitalization of the motor company rose by nearly a billion dollars 
(Fottrell, 2015). This depicts not only user influence on other users in the networks 
but also the profound outcome of such influence. A study by Williamson, et al. (2012) 
on young users news activities on Facebook finds that these users prefer personal 
news in the form of information posted by friends or through status updates and 
reporting issues and events in real time (e.g. a sample Facebook status update – 
Raining heavy, homes likely flooded or Australia score in Rugby thriller). A quote by 
a respondent in the study by Williamson, et al. (2012) says, “I suppose from blogs and 
Facebook and all those sorts of things, I get personal news, that I find out from other 
people” (Williamson, et al., 2012, p. 262). Based on the abovementioned implications 
of user engagement in SBNs, this study hypothesizes the relationship between user 
influence in SBNs and continuance of news consumption in the network as: 
 
Hypothesis 2a: User Influence in a social broadcasting network will lead to 
greater continuance of news consumption in the network. 
 
12 http://twitaholic.com 
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This study observes three types of users in SBNs: (1) individual users (2) 
influential users such as celebrities, experts, leaders, and (3) institutional users such as 
for example, business organisations and political establishments. The diverse goals of 
institutional users (e.g. business, political and non-commercial entities) on SBNs 
include creating buzz, advertising, marketing, delivering products and services, 
understanding customer sentiments and gauging product popularity and customer 
loyalty (Divol, et al., 2012; Hong, 2012). The content produced and delivered on 
SBNs by institutional users is distinguished by their institutional identity. For 
example, consumer electronics giant Samsung Mobile tweets information to its 10+ 
million followers13. Institutional users engage on SBNs using their corporate identity. 
News firms, as institutional users began engaging with SBNs for (i) actively 
disseminating news (Hong, 2012) (ii) ensuring that such news reached the masses 
through the diverse network of people (Hong, 2012), and (iii) diverting individuals 
from these networks to their traditional mediums by embedding click back links in 
their Facebook posts and tweets (Pew Research Center, 2013). Thus, SBNs have 
joined traditional news mediums such as newspapers and television as viable sources 
of information and news (Glynn, et al., 2012; Shi, et al., 2014). Prior studies on news 
media have described its influence on society and public opinion as well as powerful 
behavioural, cognitive, emotional and attitudinal effects on news consumers (Ball-
Rokeach & Defleur, 1976; Bryant & Zillmann, 2009; McCombs, et al., 2011). As 
institutional users of SBNs, news firms also influence other users in the network to 
consume the news they provide and allure them to their traditional news medium (e.g. 
news website). For instance, Cable News Network (CNN) offers headline and 
breaking news tweets to its more than 29 million followers on Twitter while also 
embedding a click back link to its news website14. A study by Williamson, et al. 
(2012) on the role of news media and young adults finds that people prefer several 
sources for news and still find printed newspapers having high information credibility. 
News firms also permit their employees to use SBNs for officially sharing 
information on behalf of the company. They routinely hire social media editors to 
manage the production and delivery of news content on SBNs. They also allow 
reporters and journalists to blog and tweet (Glynn, et al., 2012) using their personal 
13 http://www.socialbakers.com/statistics/twitter/profiles/detail/297169759-samsungmobile 
14 http://twittercounter.com/cnnbrk 
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identities but in many instances also representing the sentiments and views of the 
company. In doing so, they deliver news to mass audiences with the aim of 
influencing them to consume news on their company’s traditional news mediums. For 
example, Anderson Cooper, anchor of CNN’s AC360 program has over 7 million 
Twitter followers15. Thus, this study assumes that news companies (and other 
individuals) on SBNs influence and entice other users in the network to switch their 
news consumption to traditional news mediums.  
 
Hypothesis 2b: User Influence in a social broadcasting network will increase 
switching to traditional news media, for consuming news. 
 
Outcome of Switching and Continuing News Consumption Behaviors 
    
Literature on IT post-adoptive behaviours postulate that during a period of 
utilitarian or functional technology use, individuals engaged  in the reflective use of 
technology trigger “technology sensemaking” (Jasperson, et al., 2005, p. 544). This is 
based on how individuals use the technology’s attributes or features rather than their 
own habitual use of the technology (Bhattacherjee, 2001; Jasperson, et al., 2005). Post 
adoptive behaviours leading to future use of IT are also derived from self-orchestrated 
learning experiences. These are based on IT features and the work systems in which 
they are situated, which potentially modify user cognitions on the future use of the 
technology (Jasperson, et al., 2005). This happens through experimentation with IT 
features and applications (DeSanctis & Poole, 1994) as well as by observing how 
other individuals are using similar IT applications (Bandura, 1986). In the context of 
this study, it is observed that individuals experiencing switching and continuance 
news behaviours tend to rely less frequently in reflecting on other attributes of SBNs. 
Instead, they count on their past experience of news consumption for future news 
consumption in the networks. Thus, it is pragmatic to apply prior-use experiences to 
imprint future news consumption, which occur more or less automatically in response 
to an urge for consuming news at any given point in time. According to Jasperson, et 
15 https://twitter.com/andersoncooper?ref_src=twsrc^google|twcamp^serp|twgr^author 
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al. (2005) past IT use behaviours generally produce a tendency for similar future 
actions in a given context, which dissipate reflective cognitive processing and result 
in more routinized behaviours. Based on the abovementioned, this study posits that 
news consumption of individuals on SBNs will depend on their existing news 
behaviours rather than user intentions or decisions. With respect to continuing news 
consumption in SBNs, this study hypothesizes that the habitual continuance of news 
consumption in these networks is a dominant predictor of a network supporting higher 
consumption of news compared to traditional news mediums. 
 
Hypothesis 3: Continually consuming news in a social broadcasting network 
will increase the duration of news consumed in the network compared to a traditional 
news medium. 
 
Present-day technologies that cater to individual use are often highly 
substitutable products (or services) that have similar functionalities and directly 
compete with each other (e.g. web browsers) (Ye, et al., 2008). Such settings induce 
users to terminate, reduce or concurrently use the incumbent IT/IS application and 
switch to functionally similar products or services. However, such switching 
behaviours occur only in post-adoption IT/IS use settings where adoption, use and 
familiarity with the new product or service has taken place (Ye, et al., 2008). A study 
by the Pew Research Centre on the role of news on Facebook finds news consumers 
regularly watch local television news, frequently read printed newspapers and also 
watch cable news (Pew Research Center, 2013). Based on the abovementioned this 
study hypothesizes:  
 
Hypothesis 4: Switching news consumption from a social broadcasting network 
to traditional news media will reduce the duration of news consumption in the 
network. 
 
The abovementioned hypotheses presented by this study are illustrated in the 
research model (Refer to Figure 7). The influence of SBNs and the influence in SBNs 
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form the antecedents to the news behaviours of switching and continuance. These 
behaviours are self-reported activities comprising news consumption on SBNs. The 
outcome of these behaviours is depicted through the comparative duration of news 
consumption on SBNs. 
 
 
Figure 7: Research Model with Hypothesized Relationships 
 
 
CHAPTER SUMMARY 
 
This chapter presented the background and context of the study. Based on the 
process model of an individual’s news consumption on SBNs and the theoretical 
underpinning of the Two-Factor theory (Refer to Figure 3), it described the 
development of the research model. First, it discussed two constructs namely Relative 
Advantage of SBNs and User Influence in SBNs, which form the antecedents to the 
news behaviours of switching and continuance. Further, the relationship between the 
news behaviours and an individual’s Comparative Duration of News Consumption on 
SBNs was established. Second, it captured the impact of the two mentioned factors on 
the news behaviours of switching and continuance in SBNs. The discussed behaviours 
were (1) switching news consumption from SBNs to traditional news mediums, and 
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(2) continuing news consumption on SBNs. Third, it established the research model 
based on the two factors influencing the two opposing news behaviours and their 
impact on the overall news consumption in SBNs. Finally, the association between the 
mentioned constructs and their dependent variables were explained leading to six 
hypothesized relationships.  
 
In the next chapter, details relating to the constructs mentioned in this Chapter 3 
and their related items for testing the research model are explained. The discussion 
revolves on the data collection methodology and specifies the empirical data collected 
through a survey thus exploring the hypothesized relationships mentioned in this 
chapter. The next chapter also discusses the appropriateness of the quantitative 
methodology (viz. survey) adopted by this study and describes the data collection 
procedures.  
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CHAPTER 4 
RESEARCH DESIGN AND METHODOLOGY 
 
In Chapter 3, this study introduced the research model and developed 
hypothesized relationships between key constructs of the model. In this chapter, the 
study operationalizes the research model by applying the survey method and discusses 
its approach in testing the hypothesized relationships. It also defines key constructs, 
and introduces and explains the items relating to the constructs. 
 
In this chapter, the study also elucidates the data collection methodology, 
discusses data collection objectives and the appropriateness of the survey 
methodology to answer the research objectives specified in this doctoral dissertation. 
Further sections in this chapter present the survey design process and detail the 
operationalized procedures. In addition, this chapter also discusses steps for reducing 
the common method variance (CMV) prior to discussing ethical issues and concerns 
relating to respondent’s anonymity and confidentiality. The chapter concludes with a 
summary of the presented contents.  
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RESEARCH DESIGN 
 
    The primary goal of this doctoral dissertation is to study SBNs by 
investigating the news behaviours of individuals on these networks. This leads the 
study in developing new theoretical understanding of the role of SBNs and their 
impact on traditional news firms. Studying news behaviours helps in understanding 
the usage and progression of SBNs. Such empirical investigations have the potential 
to show how news consumption on SBNs can negatively (and positively) impact 
traditional news firms and their digital business strategies. 
 
In comprehending the above, the study focuses on understanding: 
 
(1) Two news behaviours observed in SBNs viz. switching news 
consumption to traditional news mediums and continuing news 
consumption on SBNs. 
 
(2) Two factors influencing the above-mentioned news behaviours namely 
the influence of SBNs depicted through the relative advantage of 
SBNs and influence in SBNs relating to users influencing other users 
in the network for consuming news. 
 
(3) The relationship and implications of the two news behaviours 
mentioned above on the duration of news consumed in SBNs 
compared to news consumption on traditional news mediums. 
 
In doing so, the study answers the research question posed in the introductory 
Chapter 1 querying the factors affecting news consumption. 
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To achieve the goal of this doctoral dissertation, the following research design 
was adopted. First, the study developed a conceptual framework involving the two 
news behaviours, factors influencing the news behaviours using the theoretical lens of 
the two-factor theory, and the impact of the two behaviours on the duration of news 
consumption in SBNs compared to traditional news mediums. Second, the study 
conceptually defined the key constructs of the research model based on prior 
literature. Third, in order to measure the relationships between individual constructs 
in the research model (based on the hypothesized relations of constructs), the study 
developed individual items for each construct. Thus, an appropriate survey instrument 
was generated based on the conceptual definitions and prior literature relating to each 
construct. This led to devising data collection procedures to empirically test and 
validate the research model. The study objectives necessitated data to be collected 
from users that were members and active users of (i) SBNs such as Facebook and 
Twitter, and (ii) traditional news mediums such as television, news websites and 
newspapers. As the news consumption activities of individuals form the empirical 
facts relating to the constructs in the research model, data was collected at the 
individual level using the survey method. 
 
Employing the survey method was influenced by the study objectives, which 
seek to test and verify the relationship between individuals’ news behaviours and the 
factors influencing those behaviours. As this was the initial focus of the study, a 
quantitative method was adopted. The quantitative method was also selected based on 
a careful review of related studies. For example, Bhattacherjee, et al. (2012) use a 
survey to empirically test users switching from one IT product to another 
(contextualized to web browsers) in an environment of competitive technology 
choices. Park and Ryoo (2013) employ the survey method to empirically examine the 
relationship between two switching factors (viz. switching enablers and switching 
inhibitors) and intention of users to switch to cloud services.     
 
The quantitative method is effective in endorsing or challenging hypothetical 
relationships and uncovering new associations through statistical analysis and 
objective verifications (Danziger & Kraemer, 1991; Gable, 1994; Kling, 1991). Past 
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studies have also shown that the quantitative method (i) has superior deducibility over 
the qualitative (e.g. case studies) method (Vidich & Shapiro, 1955) (ii) can accurately 
document norms, identify outcomes and demarcate relationships between variables 
(Attewel & Rule, 1991; Gable, 1994; Vidich & Shapiro, 1955) (iii) is a sound 
methodology for data verification (Gable, 1994), and (iv) facilitates data analyses at 
aggregate as well as individual levels thus offering better explanations about the 
validity of the survey instrument and the research model (Benbasat, 1984). The above 
justifies selecting the quantitative (survey) method by this study, as the aim is to 
establish empirical relationships between the factors that affect news behaviours of 
individuals on SBNs and facilitate understanding on how they impact traditional news 
mediums.  
 
IS researchers have encouraged and endorsed the quantitative method, as it also 
potentially builds inventory of validated research and achieves positive outcome such 
as better research productivity without having to re-invent the entire research 
approach (Benbasat, 1984; Mumford, Hirschheim, Fitzgerald, & Wood-Harper, 
1985). Likewise, IS researchers have also emphasized the importance of measuring 
constructs and validating the survey instrument for reliable results (Boudreau, Gefen, 
& Straub, 2001; Straub, 1989). Researchers largely ignore or overlook instrument 
validation, which then causes conflict between the construct design and its 
connectedness to the research context (Straub, 1989). Thus, instrument validation 
helps in (i) employing the survey in a more pragmatic and systemic manner (ii) 
bringing more clarity to the research findings, and (iii) offering in-depth analysis and 
better explanations to the research objectives (Bagozzi, 1980; Baumgartner & 
Homburg, 1996). Validated instruments also offer better opportunities to researchers 
for following-up on research issues thus enabling iterative and progressive 
explanations of research issues (Hunter, Schmidt, & Jackson, 1982). Therefore, 
deriving a robust survey instrument is an important component of the research 
methodology and the design phase. Defining constructs, developing items and 
validating measures have also been the prime focus of the quantitative survey method 
in both, behavioural and IS research (Boudreau, et al., 2001; MacKenzie, Podsakoff, 
& Podsakoff, 2011; Pinsonneault & Kraemer, 1993; Scandura & Williams, 2000; 
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Straub, 1989). Based on the abovementioned, this study outlines procedures and 
summarizes important attributes of the qualitative (survey) method. 
 
SCALE DEVELOPMENT PROCESS 
 
The procedure for developing a scale under the survey method has been 
discussed in prior literature mentioned above. The scale development process follows 
six broad steps (Refer Figure 8), which explains the considerations for designing the 
survey and the procedures for operationalizing data collection using the survey. 
 
 
Figure 8: Procedure for Scale Development in a Survey Design 
 
The above-mentioned scale development in a survey design constitutes two 
primary aspects viz. (1) operationalizing the constructs or dimensions outlined in the 
research model, and (2) considering the design format of the survey instrument. 
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The construct operationalizing procedure is divided into six sub-tasks. 
  
1. Defining constructs or dimensions in the research model and identifying their 
equivalent measures, as per the employed theoretical underpinnings. 
 
2. Designing appropriate survey questions for measuring each construct or 
dimension in the research model. 
 
3. Determining the number of survey items for each construct or dimension. 
 
4. Appropriately phrasing the survey questions in order to accurately measure the 
constructs or dimensions. 
 
5. Re-phrasing the formulated survey items by inserting additional contextual 
information to strengthen the interpretation of questions to respondents. 
 
6. Adding demographic items deemed useful in bringing more relevance and 
meaning to the study. 
 
The design format considerations are outlined through four sub-tasks. 
  
1. Maintaining the consistency of the design in the survey instrument: This study 
ensured that the survey design relating to appearance, readability and technical 
compatibility was consistent throughout the survey document. Appropriate 
color, font size and type were coherently used in the survey. A welcome 
screen was used for motivating respondents and for depicting the ease of 
responding.  
 
2. Sequencing the items appropriately in the survey instrument: The study 
ensured that the questions were not lengthy, easy to understand and 
appropriately and logically sequenced in order to foster adequate 
understanding and quick and easy responses.  
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3. Employing a consistent measuring scale throughout the survey instrument: A 
seven-point Category scale was administered for capturing the news 
consumption activities of respondents. The scale was consistently deployed in 
the survey and was based on how individuals rate the extent of their news 
consumption activities. 
 
4. Determining the mandatory or voluntary nature of questions: All the questions 
in the survey conducted by this study were mandatory. The survey was 
designed in an appropriate format wherein the respondent had to answer the 
first question in order to proceed to the next. 
 
Note: The survey design adopted by this study is detailed in this Chapter 4 
under the section - General Aspects of the Survey Design. 
 
 
In the IS literature, a detailed account of the procedure in scale development is 
provided by MacKenzie, et al. (2011), which draws up ten comprehensive steps 
(Refer to Figure 9) for measuring and validating constructs. These steps integrate new 
and existing techniques from the management information systems and behavioural 
research domains.  
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Develop a conceptual definition of the 
constructConceptualization Step 1
Generate items to represent the constructDevelopment of 
Measures
Step 2
Assess the Content Validity of the construct Step 3
Formally Specify the Measurement ModelModel Specification Step 4
Collect Data to Conduct Pre-testScale Evaluation 
and Refinement
Step 5
Scale Purification and Refinement Step 6
Gather Data from New Sample and Re-
examine Scale Properties
Validation Step 7
Assess Scale Validity Step 8
Cross-Validate the Scale Step 9
Develop Norms for the ScaleNorm Development Step 10
 
Figure 9: Scale Development Procedure (MacKenzie, et al., 2011) 
 
Conceptualizing the definitions of constructs in a research model is regarded as 
highly critical, challenging and important in scale development. This is because a 
construct is described as an (i) abstract and latent variable and conceptualized by the 
researcher based on his/her imagination, or (ii) observable and concrete variable 
(Nunnally, Bernstein, & Berge, 1967). For example, this study conceptualizes the 
construct relative advantage of SBNs as an unobservable dimension of user behaviour 
(Nunnally, et al., 1967). This is based on the perception of users that sense a distinct 
advantage for employing SBNs over traditional news mediums for consuming news. 
The perception of relative advantage is based on the immediacy and timeliness of 
newsworthy information and connectedness to users and information in SBNs, which 
is generally an abstract depiction of intrinsic user behaviour. On the other hand, the 
construct user influence is conceptualized on the premise of observations wherein 
mass users on SBNs constantly create and share information, thereby relentlessly 
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exposing them and recurring information flows on other users. In this case, the user 
influence construct is an observable concrete variable. Similarly, the switching and 
continuing news behaviour constructs are based on concrete observable user activities 
on SBNs. The outcome variable – comparative duration of news consumption on 
SBNs is conceptualised as a latent variable based on the extent of news consumption 
driven by the two opposing behaviours of switching and continuance. This is 
established on the conceptualizing of system usage as a key dependant variable in IS 
implementation studies by Burton-Jones and Straub (2006).  However, those studies 
do not compare the use of two or more information systems. In contrast, this study 
measures and empirically validates the comparative duration and extent of news 
consumption on SBNs (i.e. compared to traditional news mediuims) as opposed to 
directly measuring usage of SBNs. 
 
Many theories contain statements relating to constructs that are more 
generalized in nature than specifically defined as observable variables (MacKenzie, et 
al., 2011). This helps in capturing the conceptual representation of the construct and 
highlighting its differences to other related concepts. In this study, each construct is 
defined and expressed in a concise manner, which depicts clarity, unambiguity and 
conformity of the construct with related studies (Churchill, 1979; MacKenzie, et al., 
2011). For example, the construct switching news consumption to traditional news 
medium is based on past studies relating to replacing or substituting incumbent IT/IS 
applications and products with competitive applications and products that fulfil 
similar needs (Bhattacherjee, et al., 2012; Dutta-Bergman, 2004; Ye, et al., 2008). 
Thus, this study defines switching news consumption (Refer to Table 15) by precisely 
identifying it as specific user behaviour involving a certain action. In doing so, it is 
also distinguished from an opposing news behaviour viz. continuing news 
consumption on SBNs. The relative advantage construct is defined as the extent of 
benefits offered by SBNs compared to traditional news mediums on the basis of its 
technological features and value propositions as a news broadcaster. This in turn is 
based on the diffusion of innovation theory (Rogers, 1995) cited by Choudhury and 
Karahanna (2008) for explaining the relative advantage of online websites over 
offline communication channels for predicting IT adoption and usage. The user 
influence construct is based on the notion of user attachment wherein people in a 
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group feel connected to other members or peers through interpersonal bonds, 
influential relationships, or other ties that dictate and affect the actions of group 
members (Ren, et al., 2012). 
  
This study also employed other sub-steps based on MacKenzie, et al. (2011) 
study for conceptualising the constructs of the research model (Refer to Figure 6, 
Chapter 3). These steps are detailed below. 
 
• Examining the employment of focal constructs in prior research or by 
practitioners:  This study undertook a detailed literature review (Refer to 
Chapter 2) for understanding prior theoretical and empirical work 
surrounding the focal constructs. For example, in deriving the relative 
advantage (of SBNs), this study reviewed literature discussing the 
perspectives and factors influencing media choices (Refer to Table 9, 
Chapter 2). Similarly, literature relating to users’ IT continuance 
behaviours were reviewed (Refer to Table 10, Chapter 2). Studies 
conducted on switching behaviours using the Two-Factor theory (Refer 
to Table 11, Chapter 2) were also considered for establishing the 
meaning and context of switching and continuance on SBNs. 
 
• Specifying the nature of constructs in the conceptual domain: This study 
conducted this step for identifying and understanding what each 
constructs represents (also termed as property) and to whom the 
construct applies (represented as entity). 
  
Construct: Relative advantage of social broadcasting networks 
Property: Benefits offered by SBNs that are perceived as better than 
traditional news mediums 
Entity: Communication media 
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Construct: User influence on other users in social broadcasting networks 
Property: Causing an effect in an indirect or intangible manner on others 
users and leading them to follow or act in a certain way. 
Entity: Individual 
 
Construct: Switching news consumption 
Property: Reducing or intermittently changing news consumption on an 
incumbent news medium by using an alternate medium that fulfils 
similar needs. 
Entity: Individual 
 
Construct: Continuing news consumption 
Property: Consuming news on an incumbent news medium while not 
replacing it with an alternate medium that fulfils similar needs. 
Entity: Individual 
 
Construct: Comparative duration of news consumption on social 
broadcasting networks 
Property: The duration and extent of consuming news on SBNs 
compared to traditional news mediums 
Entity: Communication media 
 
• Specifying the conceptual theme of constructs: In this step, brief 
attributes (e.g. a common or unique characteristic), dimensionality (e.g. 
uni-dimensional or multi-dimensional), and stability (e.g. over time, 
across cases, or across situations) of the above-mentioned constructs are 
established. Refer to Table 12. 
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Table 12: Conceptual Theme of Constructs 
 
Construct Dimensionality Stability / Indicator 
Relative Advantage: Observed 
advantages and benefits of 
adopting an innovation, product 
or service (Choudhury & 
Karahanna, 2008) 
Multi-
dimensional 
Stable across time and 
situations. Reflective 
User Influence: Significant effect 
of a user type (e.g. celebrity) or 
user activity levels on the activity 
levels of other users (Trusov, 
Bodapati, & Bucklin, 2010) 
Uni-dimensional Unstable, as can vary 
with time or situations. 
Reflective 
Continuing News Consumption: 
Usage of an incumbent medium 
(or product/service) without 
replacing it with similar mediums 
fulfilling similar needs; logical 
extension of IT acceptance and 
implementation (Ku, et al., 2013) 
Uni-dimensional  Unstable, as can vary 
with time or situations 
(e.g. users can switch, 
replace or discontinue 
IT/IS usage). Reflective 
Switching News Consumption: 
Partial abandonment of an 
incumbent news medium (or 
products/services) to a competing 
medium that fulfils similar needs 
(Bhattacherjee, et al., 2012)  
Uni-dimensional Unstable, as can vary 
with time, case or 
situations (e.g. users can 
switch, replace or 
discontinue IT/IS usage). 
Reflective 
Comparative Duration of News 
Consumption: Duration and 
extent of activities on a system 
(Adapted from Burton-Jones & 
Straub, 2006) 
Uni-dimensional Stable. Reflective 
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• Defining constructs in clear and unambiguous terms: In this final step, 
this study ensured that the constructs were (i) clearly and concisely 
defined (ii) not susceptible to multiple interpretations (iii) unrestricted in 
their understanding due to technical terms and vocabulary constricting 
their meaning and general understanding (iv) positively defined and not 
by denial or negation of other things to imply its affirmative nature, and 
(v) free of tautological or self-referenced clarifications. 
(Note: Please refer to the sub-sections on construct measures in this 
Chapter 4, for definitions pertaining to each construct). 
 
Measures Development and Construct Validation 
 
After the constructs were appropriately defined, this study checked whether the 
constructs included any sub-dimensions in order to relate them back to their 
corresponding focal constructs. This was necessary and essential, as many constructs 
are defined as having diverse sub-dimensions (MacKenzie, et al., 2011). For example, 
the relative advantage construct is defined as multidimensional having several sub-
dimensions such as trust, costs, and information efficacy (Choudhury & Karahanna, 
2008). However, in the context of this study and its scope, focal constructs viz. 
relative advantage reside independently where sub-dimensions are merely indicators. 
 
In the second step constituting measures development and construct validation 
procedures, this study conceptually defined the constructs. Then, it generated a set of 
items for representing a focal construct. The items were generated with the help of 
diverse sources (Churchill, 1979; MacKenzie, et al., 2011) such as (i) extant measures 
representing similar constructs in previous studies. For example, the comparative 
duration of news consumption in SBNs is based on the duration of system usage 
(Burton-Jones & Straub, 2006), and (ii) literature reviews, prior empirical and 
theoretical discussions of the focal construct. For example, items relating to the 
relative advantage and user influence constructs were adapted from qualitative studies 
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on the role of social media in contemporary news consumption (Pentina & Tarafdar, 
2014) and the role of news media in the daily news-seeking of young adults 
(Williamson, et al., 2012). 
 
In addition to the abovementioned and guidelines for measures development 
(MacKenzie, et al., 2011; Nederhof, 1985), this study ensured that (i) all items were 
worded using simple, non-technical and non-confusing vocabulary (ii) double-
barrelled items, if any, were split into simple and easy to understand statements or 
eliminated altogether, and (iii) clarifications were provided where item statements 
seemed unfamiliar to respondents. For example, in relation to item RA1 (Refer 
Relative Advantage - Table 13), examples were provided to clarify the meaning of 
current news. 
 
Next, in the procedure involving scale evaluation and refinement (MacKenzie, 
et al., 2011), measures were evaluated to assure content validity. The 
representativeness and sampling adequacy of content within an item is referred as 
content validity (Kerlinger, 1986) and defined as the degree to which items in an 
instrument reflect the content universe to which the instrument will be generalized” 
(Straub, Boudreau, & Gefen, 2004, p. 68). Techniques such as expert validation and 
subjecting the items to respondents for a pre-test (Anderson & Gerbing, 1991; 
Schriesheim, Cogliser, Scandura, Lankau, & Powers, 1999) were employed  in the 
procedural stage of scale evaluation and refinement. First, the survey items were pre-
tested on a random group of respondents. Second, after respondents completed the 
pre-tested survey, they were individually asked to provide their assessment on the 
representation of items and clarity in understanding the questions. Third, a pilot group 
discussion was conducted with a pre-selected group of 12 individuals comprising nine 
higher-degree research students and two experts in quantitative methodology to 
discuss the items. Based on the feedback received, items were refined by (ii) deleting 
items not directly relating to the focal construct (ii) deleting repetitive statements, and 
(iii) amending item wordings for more clarity and better alignment with their 
representative constructs. 
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The next step following content validation of items dealt with formally 
specifying the measurement model. This captured the expected symbolized 
relationships between items and constructs (MacKenzie, et al., 2011). Through the 
measurement model (derived using AMOS version 22.0) several items were 
combined into a single index as indicators and used in reflective indicative model 
testing for checking their reliability or distributional properties. This simplified the 
measurement model parameter interpretations and increased its goodness of fit 
(Bandalos & Finney, 2001). (Note: Please refer to Chapter 5, Table 20). 
 
Subsequent to the formal specificity of the measurement model, the next step 
dealt with collecting data from a sample pool of respondents. This facilitated testing 
the measurement scale for psychometric properties and the survey instrument for 
convergent, discriminant and nomological validities (MacKenzie, et al., 2011). 
Although there is no clear consensus on the recommended sample size (Comrey & 
Lee, 2013; Everitt, 1975; Gorsuch, 1990), an appropriate and adequate sample size is 
generally decided by the levels of variable communality and determination of factors. 
This implies that small samples can potentially deliver reasonably good population 
parameters (MacCallum, Widaman, Zhang, & Hong, 1999). The sample size of this 
study is 325 respondents, which is an acceptable and good representative sample of 
the population.  
 
Following the pre-test procedures and data collection, the study then evaluated 
the goodness of fit of the measurement model to test whether (i) the sample was 
appropriate, (ii) each hypothesized relation was statistically stable and significant, and 
(iii) collective relationships were consistent with the attained data (MacKenzie, et al., 
2011). Structural equation modelling was employed (using SPSS and AMOS version 
22.0) for examining the goodness of fit of the measurement model. The assessment 
was undertaken at the construct level. Further, the study examined the discriminant 
validity, internal consistency and convergent validity by evaluating the Cronbach’s 
alpha, composite reliability and the average variance extracted (Note: Please refer to 
the section on Reliability Tests in Chapter 5 for statistical details). 
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This study also checked for problematic indicators such as (i) low validities (ii) 
low reliabilities (iii) significantly strong measurement error covariance’s, and (iv) 
strong and significant non-hypothesized cross-loadings (MacKenzie, et al., 2011). 
Based on the analysis, items showing low loadings were deleted. The resultant indices 
suggested an acceptable fit. Based on the acceptability of psychometric properties (of 
purified scales), the next step involved performing construct validation procedures. 
So, further testing was performed using SPSS and AMOS version 22.0 to check 
whether responses to items behaved as valid indicators of focal constructs 
(MacKenzie, et al., 2011). The tests checked whether items (i) accurately represented 
underlying constructs (ii) captured any multi-dimensional nature of underlying 
constructs, and (iii) were clearly distinguishable from the items belonging to other 
constructs (discriminant validity). The average variance extracted (AVE) value of 
each construct was compared with its squared correlations with other constructs. The 
results revealed that it supported discriminant validity (Refer Table 21, Chapter 5). 
 
The final stage in scale development involved developing norms for supporting 
score interpretations in construct measures (MacKenzie, et al., 2011). This involved 
administering the scale to a representative population sample (Urbina, 2014).  
Important considerations in this final stage of scale development were (i) elaborating 
the sample size for ensuring stable results, and (ii) specifying appropriate time frames, 
if norms changed over time (Urbina, 2014). 
 
APPLICATION OF CONSTRUCT MEASUREMENT AND 
VALIDATION PROCEDURE 
 
This study focuses on understanding the influence of SBNs and user influence 
in SBNs on the news behaviours of individuals. Further, the study captures the impact 
of news behaviours on the comparative duration of news consumption in SBNs. That 
in turn depicts the progression of SBNs as news providers. 
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The influence of a social broadcasting network (perceived through its relative 
advantage over traditional news mediums) and the influence in the network 
(perceived through user influence on other users in the networks) are conceptualized 
through the adaption of Herzberg’s two-factor theory (Herzberg, et al., 1959) for 
understanding their effects on the two news behaviours of switching and continuance. 
Due to the newness of this doctoral dissertation topic in the IS domain, appropriate 
measures for the above-mentioned constructs were developed by adapting related 
literature from the media, communication, and IT and human behaviour domains. 
Scale development was conducted using MacKenzie, et al. (2011) scale development 
procedure in quantitative method. The derivation of items and survey questions were 
achieved by referring to the process model (Refer to Figure 3, Chapter 2). The process 
model helps in understanding the setting and premise of influences leading to the 
stated news behaviours and their outcomes. The next sections explain the items and 
survey questions developed for each construct in the research model (Refer to Figure 
6, Chapter 3). 
 
Note: This study (i) uses the words social media (to represent SBNs) and refers 
it to Facebook, Twitter or similar, in the survey questions. This is because social 
media is a more generic and widely accepted term (ii) investigates post-adoption 
behaviours by situating the individual in a social broadcasting network. Thus, survey 
items and questions capture actual news consumption activities and not user 
perceptions leading to intentions for consuming news, and (iii) employs multiple 
sources (e.g. studies using qualitative data) for developing the survey items.  
 
Measures: Relative Advantage of Social Broadcasting Networks 
 
Prior literature on media choice has listed several factors such as for example, 
uses and gratifications (Katz, et al., 1973) or media richness (Daft & Lengel, 1986; 
Dennis & Kinney, 1998) to explain the influences that enable people to make media 
choices. However, it is observed that individuals do not evaluate the many attributes 
that media possess while choosing a specific media, especially in the present-day 
digital environment where a plethora of digital mediums are available for 
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communicating and consuming information (Bok, et al., 2012). Rather, people adopt 
online digital mediums for specific purposes (e.g. buying products, reading news) 
based on the relative advantage of the medium over other traditional or contemporary 
mediums (Choudhury & Karahanna, 2008). Besides, people also interpret technology 
features, which “constitute(s) a technology-in-use” (Jasperson, et al., 2005, p. 529). 
Such technology features and their value propositions are important in influencing 
and determining work outcomes at any point in time (DeSanctis & Poole, 1994). 
Based on the diffusion of innovation theory (Rogers, 1995), the relative advantage of 
online mediums has been empirically validated as the “best predictor of (IT) 
adoption/usage” (Choudhury & Karahanna, 2008, p. 180). Taking a feature-centric 
view (Jasperson, et al., 2005) of SBNs, this study observes three prime features that 
reflect the relative advantage of these networks: 
 
• Immediacy of information (Kietzmann, et al., 2011): SBNs rise above 
temporal and geographical barriers and provide immediate access to 
information (Xu, et al., 2012). The networks also facilitate conversations 
and information transfers between all network users thereby creating 
instant pathways for information dissemination (Kietzmann, et al., 
2011). 
 
• Timeliness of information (Li & Ng, 2013): Studies on intentions for 
using SBNs such as Twitter find that instant news reporting (e.g. 
breaking news) or constantly updating news (e.g. headline news) 
influence people to use Twitter. Constant monitoring and updating 
personal statuses on SBNs (e.g. Facebook) create an ambient cognizance 
of issues and events in real time (Kaplan & Haenlein, 2012). 
 
• Connectedness (Kietzmann, et al., 2011): Mass users of SBNs pursue 
common and shared interests in these networks (Faraj, et al., 2015), 
which make these networks influential mediums for connecting with 
both, other users and information (Hanna, et al., 2011). Young adults use 
these networks for connecting with and staying informed on the world 
134 | P a g e  
Chapter 4: Research Design and Methodology 
around them (Huang, 2009; Williamson, et al., 2012). SBNs also enable 
connecting to influential users in these networks such as celebrities, 
experts and leaders (political as well as business), which otherwise is not 
possible in traditional online and offline networks. 
 
Collectively, the features of SBNs mentioned above present strong value 
propositions for their usage, thereby depicting a clear advantage over traditional news 
mediums. Thus, the measures representing the relative advantage construct (Refer to 
Table 13) captures the abovementioned value propositions, which influence the two 
news behaviours of switching and continuance. 
 
Table 13: Construct Measures of Relative Advantage of Social 
Broadcasting Networks 
Construct: Relative Advantage of Social Broadcasting Networks (RA) 
Definition: The relative advantage of social broadcasting networks is defined as the 
extent of benefit offered, which is perceived as being better than the practise it 
supersedes 
Question: I use social media for news because… 
Indicators Items Adaption - Measure Sources 
RA1 The news is more current (e.g. 
breaking news, headline news) 
compared to traditional news 
mediums (e.g. T.V) 
“Twitter is centred around 
exchanging short messages that are 
mostly real-time status updates, so 
as to create an ambient awareness 
of issues” (Kietzmann, et al., 2011, 
p. 244) 
“I get more current news from 
social media than the actual news 
channel” (Pentina & Tarafdar, 
2014, p. 217) 
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RA2 The news is available 
immediately as compared to pre-
scheduled news on traditional 
news mediums (e.g. T.V) 
“Immediate access have strong 
positive impacts on SNS (social 
networking sites) usage” (Xu, et al., 
2012, p. 213) 
“The appeal of social media for 
news (is) it will ‘ping’ you when 
news happens as opposed to you 
going out to look for it” (Pentina & 
Tarafdar, 2014, p. 216) 
RA3 I like personalized opinions or 
eyewitness accounts of people, 
as they give me a better 
understanding of what is 
happening in the world 
compared to news provided by 
news companies 
“Social media can gather, select 
and value information for 
individuals. They can expose 
individuals to selective sources of 
news while delivering greater 
cognitive variety and diversity” 
“Facebook posts articles that people 
read. I feel more connected with the 
news of the world” (Pentina & 
Tarafdar, 2014, pp. 212, 217) 
RA4 I can surf, browse, read, follow 
or subscribe to tweets or posts of 
people with expert insights, 
knowledge or reputation (e.g. 
celebrities, politicians, CEOs), 
which is not possible on 
traditional news mediums 
 “Consumers collaboratively create 
and curate news stories, (social 
media) offer a novel socially 
negotiated product that heavily 
relies on opinions and substitutes 
the journalistic ideal of objectivity 
with that of balance or multi-
perspectivity” (Pentina & Tarafdar, 
2014, p. 211)  
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Measures: User Influence in Social Broadcasting Networks 
    
Social broadcasting networks facilitate mass distribution, sharing and 
production of user-generated-content, in real time (Kaplan & Haenlein, 2012). This 
leads to user attachment to information flows and other users in the networks. It also 
triggers users to influence other users in these networks due to common bonds, 
interests, news fulfilment needs, news reporting desires or simply the opportunity 
presented by the underlying technology for connecting with others (Lee & Ma, 2012). 
According to social psychological theory, user attachment arises when people feel 
connected to a group’s goals or through interpersonal bonds developed through 
influential relationships, acquaintances, friends or social and family ties (Ren, et al., 
2012). SBNs facilitate voluminous creation of news content, constant updating and 
instant real-time news reporting, and mass distribution of newsworthy information. 
This study situates three diverse user types in SBNs. Although each user group 
reflects different objectives for engaging with SBNs, all groups nevertheless exert 
strong influence on other users and groups. The three types of users are: 
 
(1) Individual users that have friends and followers on SBNs. These users 
indulge in rampant status updates, referral activities such as forwarding news links, 
commenting on news stories and videos (Lee & Ma, 2012), reporting witnessed 
events and creating new posts and tweets, which are instantly notified to other users in 
their networks (Szabo & Huberman, 2010). In addition, these users also re-post or re-
tweet newsworthy information thereby invoking friends and other users in other 
networks to consume, share or re-distribute the content (Dunne, et al., 2010). 
 
(2) Influential users such as celebrities, experts and leaders (CELs) actively 
engage with SBNs for disseminating information relating to their domain of work or 
social life. They also use these networks for maintaining ties and relationships (both, 
social and professional) with stakeholders, employees and followers. Individual users 
are influenced by CELs due to their elite social and/or professional statuses. Such 
influence is enabled by SBNs and presents a unique opportunity for both, CELs and 
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other users for connecting with each other. Such engagement is not possible in 
traditional news mediums or offline social networks. 
 
(3) Institutional users such as corporate firms, special-interest groups, social 
and professional associations, political parties and establishments (e.g. the White 
House) and academic institutions use SBNs to create buzz, introduce, advertise or 
research products and services, deliver corporate news, understand customer 
sentiments and gauge customer and product popularity (Divol, et al., 2012). The 
content produced and delivered by these users is distinguished by their institutional 
identity (e.g. news tweets delivered under the name of CNN). These users also permit 
their employees to use SBNs for sharing information on behalf of the company they 
represent but under their individual identities. 
 
User influence has also been studied through the theoretical lens of social 
impact (Latané, 1981) using diverse rubrics such as group pressure, observational 
learning, imitation, suggestions etc. According to this theory, the factors that 
potentially increase the likelihood of an individual responding to social influence are 
(i) strength of the social force (i.e. the importance of the influencer group or 
individual) (ii) immediacy of the social force (i.e. proximity of the influencer to 
other), and (iii) number of people comprising the influencer group (i.e. supporters or 
followers) (Latané, 1981). (Note: Although the abovementioned factors are observed 
in SBNs, measuring social impact is beyond the scope of this study) Thus, measures 
listed in Table 14 reflect the user influence construct. 
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Table 14: Construct Measures of User Influence in Social Broadcasting 
Networks 
Construct: User Influence in Social Broadcasting Networks (UI) 
Definition: User influence in social broadcasting networks is defined as the extent to 
which a user can cause an effect in an indirect or intangible way on other users to 
follow or act in a certain way. 
Question: I get my news through social media… 
Indicators Items Adaption - Measure Sources 
UI1 By reading, browsing or surfing 
the news tweeted or posted by 
others 
 “People enjoy sharing news 
content; social media services make 
it easy to endorse news content; 
users of social media can see a list 
of items sorted by aggregated 
recommendations, see stories as 
status updates from their contacts” 
(Messing & Westwood, 2012, p. 
1044) 
“When I say news, it’s like when 
people put on their status: Oh! New 
Zealand won last night. I suppose 
from blogs and Facebook and all 
those sorts of things, I get personal 
news that I find out from other 
people” (Williamson, et al., 2012, 
p. 262) 
UI2 By following tweets or post of 
reporters from news companies 
“Facebook news consumers even 
include individual journalists and 
commentators directly in their feed 
by following them” (Pew Research 
Center, 2013, p. 12) 
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UI3 By following tweets or posts of 
people with expert insights, 
knowledge or reputation (e.g. 
celebrities, politicians, CEOs) 
“Celebrities and sports figures use 
social media to communicate 
directly with fans with whom they 
have no offline relationship: a user 
may seek to connect with 
influential people to increase their 
reputation amongst their networks” 
(Kane, et al., 2014, p. 280) 
“Many of the people I follow on 
Twitter are politically active 
citizens, politicians, or pundits, so 
Twitter can be a source of news for 
me” (Pentina & Tarafdar, 2014, p. 
216) 
UI4 By reading, browsing or surfing 
the news tweeted or posted only 
by news companies 
“News organizations make use of 
social media tools to actively 
disseminate news themselves; news 
organizations use social media 
marketing to attract online 
audiences” (Hong, 2012, pp. 69, 
70) 
‘News organizations have 
Facebook profiles, allowing users 
to subscribe to their news feeds” 
(Glynn, et al., 2012, p. 114)  
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Measures: Continuing News Consumption on Social Broadcasting 
Networks 
 
Continuance of IS use in a post-adoption IS/IT setting is an important and 
growing body of interest in theory-based research (Bhattacherjee, 2001). It has led to 
important empirical and theoretical research outcomes in understanding the 
continuing use of technology at the individual level (Agarwal & Karahanna, 2000; 
Kim & Malhotra, 2005). Past studies on IT continuance in the IS domain have 
examined it in various ways such as for instance, implementation (Zmud, 1982) and 
routinization (Cooper & Zmud, 1990) and recognise continuance as the logical 
extension of IT acceptance (Ku, et al., 2013; Mouakket, 2015; Yin, et al., 2015 In 
Press). Thus, past studies have focused largely on factors relating to user intentions 
for IT continuance by drawing on variables explaining IT acceptance such as ease of 
use, usefulness of IT (Venkatesh, et al., 2003), subjective norms, habit (Mouakket, 
2015), uses and gratifications and satisfaction (Ku, et al., 2013). Post-adoptive 
behaviours leading to further and future use of IT are also derived from self-
orchestrated learning experiences (Jasperson, et al., 2005). In the context of SBNs, it 
is observed that individuals rely more on their existing news behaviours for further 
continuance rather than attributes of the network or their past perceptions for using 
the networks. Thus existing news-consuming experiences on SBNs tend to dissipate 
reflective cognitive processing resulting in more routinized and habitual behaviours. 
The continuing news consumption behaviour is captured through the activities 
performed by users on SBNs (Refer to Table 7, Chapter 2) when they react to news 
posted or tweeted by friends or news firms on SBNs. Refer to Table 15. 
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Table 15: Construct Measures of Continuing News Consumption in Social 
Broadcasting Networks 
Construct: Continuing News Consumption in Social Broadcasting Networks 
(CNT)  
Definition: Continuing news consumption in social broadcasting networks is defined 
as persistently consuming news on an incumbent news medium while not replacing it 
with an alternate news medium that fulfils similar needs 
Question: When I see news from news companies on social media or when my 
friends post or tweet news on social media…  
Indicators Items Adaption - Measure Sources 
CNT1 I check my friends post for 
tweets or posts for more 
information or for verifying the 
news 
 “Facebook is important compared 
to other forms of media because so 
many people use it. It gives an 
insight to many different cohorts 
and allows people to see what their 
friends think”;  
“It (Facebook) gives the 
opportunity to view a wide variety 
of different views and news 
because Facebook friends mostly 
have different opinions” (Pentina & 
Tarafdar, 2014, p. 217) 
CNT2 I read the news and then share it 
(e.g. re-tweet or re-post) on 
social media 
“People’s relationship to news is 
becoming participatory”; “Internet 
users disseminate news content via 
postings on social media sites” 
(Hong, 2012, p. 69) 
CNT3 I follow tweets or posts of 
people with expert insights, 
knowledge or reputation (e.g. 
“People follow on Twitter active 
citizens, politicians or pundits, so 
Twitter can be a source of news” 
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celebrities, politicians, CEOs) (Pentina & Tarafdar, 2014, p. 216) 
CNT4 I comment on the news that my 
friends post or tweet 
“In social media, users can actively 
participate in agenda-setting 
process by submitting, sharing and 
commenting news content” (Lee & 
Ma, 2012, p. 332) 
CNT5 I click ‘like’ on the news that my 
friends post or tweet 
“Social media has made accessing 
and sharing news a social 
experience where users can harness 
their social networks and social 
media platforms to filter, access 
and react to news” (Lee & Ma, 
2012, p. 331) 
 
 
Measures: Switching News Consumption to Traditional News 
Mediums 
 
In the present-day digital age, the choice of IT applications, tools and platforms 
has made IT switching easy, fast and instantaneous through simple processes such as 
downloading, installing and using IT software with a few clicks (Bhattacherjee, et al., 
2012). In a contemporary IT environment constituting a bounded enterprise, IT/IS 
switching involves fully or partially replacing the use of an IT /IS application, product 
or service with a substitute fulfilling similar needs (Bhattacherjee, et al., 2012; Ye, et 
al., 2008). However, in the present-day digital age, the proliferations of digital 
technologies beyond the confines of constrained enterprise boundaries have changed 
the notion of IT/IS switching to concurrent use of competitive IT products and 
services (e.g. web browsers) (Ye, et al., 2008). In the context of SBNs, this study 
observes that users do not partially or completely abandon their existing news 
consumption on these networks. Rather, they concurrently switch to traditional news 
mediums based on their interests, needs and goals and whenever they wish to do so. 
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IT continuance and discontinuance behaviours (Karahanna, et al., 1999) do not 
include the notion of switching, as switching involves intermittent or temporary 
replacement of the existing usage of an incumbent IT application, product or service 
with another that fulfils similar needs. For example, Facebook users can access other 
SBNs such as Twitter as well as traditional news mediums (e.g. television) based on 
their specific interests and desires yet may not discontinue their engagement with 
Facebook. Thus, switching is a different type of news behaviour (Ye, et al., 2008). 
SBNs cater to highly individualised use and have substitutable functionalities similar 
to traditional news mediums thus inducing individuals to reduce or concurrently use 
the incumbent medium. This study observes users on SBNs also consuming news 
through traditional news mediums. Thus, it develops items for the mentioned 
construct based on users’ consumption activities in response to news delivered by 
other users in the network (Refer to Table 16). 
 
Table 16: Construct Measures for Switching News Consumption to 
Traditional News Mediums 
Construct: Switching News Consumption to Traditional News Mediums (SWT) 
Definition: Switching news consumption to traditional news mediums is defined as 
reducing news consumption on an incumbent news medium by replacing it in part 
with an alternate news medium that fulfils similar needs 
Question: When I see news from news companies on social media or when my 
friends post or tweet news on social media… 
Indicators Items Adaption - Measure Sources 
SWT1 I go to their traditional news 
mediums (e.g. TV channels) 
for more information 
“Individual news users integrate 
multiple media platforms to form 
personal news repertoires for their 
news gratifications” (Yuan, 2011, 
p. 999) 
SWT2 I watch TV, read newspapers, 
listen to radio, surf or browse 
news websites to verify the 
“If I hear something that sounds 
interesting or might affect me, I 
will watch the news that evening” 
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news (Pentina & Tarafdar, 2014, p. 
216) 
SWT3 I search traditional news 
mediums (e.g. T.V, news 
websites) for more information 
“Not all news is important for me, 
so that is why I choose to do my 
own search for news rather than 
get bombarded by online news 
websites” (Pentina & Tarafdar, 
2014, p. 216) 
SWT4 I watch, listen, read, browse 
news on traditional news 
mediums (e.g. TV or news 
websites) for more information 
“The U.S population obtain news 
from a combination of online and 
offline sources” (Ha & Fang, 
2012, p. 177) 
 
 
Measures: Comparative Duration of News Consumption on Social 
Broadcasting Networks 
 
System usage is a prime variable in IS research (DeLone & McLean, 1992) and 
specifically a key dependant variable in IS implementation studies (Burton-Jones & 
Straub, 2006). The study by Burton-Jones and Straub (2006) on reconceptualising 
system usage lists 14 broad measures and minor variations that past researchers have 
used for measuring system usage. This study investigates the news behaviours of 
users on SBNs and represents the behavioural outcomes through the duration of news 
consumption on SBNs. As this study concentrates on understanding the role of SBNs 
such as their impacts on traditional news firms, it focuses on the comparative duration 
of news consumption in SBNs. This is consistent with the two news behaviours that 
users depict to logically explain the extent of news consumption on SBNs. As there 
does not seem to exist any past studies specifically on the comparative duration of IS 
systems use, the measures used in this study are only informed by existing literature 
on the duration of system use (Burton-Jones & Straub, 2006). In SBNs, the duration 
of news consumption can vary depending on the tasks and needs of users. Thus, the 
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measures listed in Table 17 include both, the duration and extent of news 
consumption on these networks. 
 
Table 17: Construct Measures for Comparative Duration of News 
Consumption on Social Broadcasting Networks 
Construct: Comparative Duration of News Consumption on Social Broadcasting 
Networks (CNC) 
Definition: Comparative duration of news consumption is defined as the extent of 
time spent by an individual for consuming news on an incumbent news medium 
compared to an alternate news medium that fulfils similar needs 
Question: Please indicate the comparative time you spend on social media 
Indicators Items Adaption 
Measure Source 
CNC1 I spend more time every day reading news on social 
media compared to traditional news mediums (e.g. 
T.V or news websites) 
(Adapted from 
Burton-Jones & 
Straub, 2006) 
CNC2 I spend more time every day checking news on 
social media compared to traditional news mediums 
(e.g. T.V or news websites) 
CNC3 I spend more days in a week for all my news 
related activities (e.g. reading, commenting, 
tweeting or posting) on social media compared to 
reading, watching or listening to news on 
traditional news mediums (e.g. T.V or news 
websites) 
 
 
 The reflective nature of constructs and their corresponding items is illustrated in 
Figure 10. 
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Figure 10: Reflective Nature of Constructs and Items 
 
GENERAL ASPECTS OF THE SURVEY DESIGN 
 
This study considered the desired level of parsimony in the area of interest (viz. 
news consumption on SBNs) as important in determining the number of items 
required to measure a construct or dimension (Cronbach & Meehl, 1955). This is 
because many items in a survey can result in response bias (Anastasi, 1968) while 
single or few items can compromise the content and construct validity for measuring a 
construct (Nunnally, et al., 1967) or result in the under-specification of a dimension 
(Hinkin & Schriesheim, 1989). For example, 12 items each for the switching and 
continuing constructs were initially developed. However, after reviewing the pre-test 
results and subsequent group discussion, half of the items were deleted from the 
survey, as some were found to be repetitive and conveying the same idea, while others 
were confusing in understanding the two constructs. After the pilot test, the items 
were further trimmed to include only those that precisely expressed the two constructs 
to the area of interest. However, there is no consensus on the number of items that 
need to be mandated for measuring a construct or dimension. For example Bailey and 
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Pearson (1983) propose single item measures based on the practical and theoretical 
ramifications and implications of a study. Thus, mindful of the critique on the number 
of items required for measuring a construct, this study carefully considered 
developing a minimum of three items to a maximum of five for each construct based 
on two criteria’s: (1) the items should be able to clearly describe activities (or 
intentions) for capturing the constructs under examination, and (2) the items should 
not be repetitive or confusing to a respondent.  
  
Another important aspect considered by this study in building the survey items 
was appropriate phrasing and wording of individual questions. This was vital for 
capturing the intended reflective nature of the constructs, which is generally unique to 
each respondent. This was achieved by conducting several discussions with 
respondents that comprised post-graduate students and academic staff for reviewing 
the structure, composition and syntax of questions and item statements. For example, 
initially developed items statements comprising news consumption activities on SBNs 
(relating to the switching and continuing constructs) were found to be rather lengthy 
and were subsequently trimmed for better understanding. This resulted in improving 
the construction of items and deleting unwarranted and repetitive information. Several 
iterations helped in refining the contextual information relating to all the constructs in 
the research model. This also ensured that respondents understood the questions well, 
which potentially eliminated response bias. 
 
In addition to the item construction considerations mentioned above, important 
format-related design issues were also considered for making the survey instrument 
visually appealing to respondents. The survey instrument designed by this study 
consists of two main sections. The first section collected general demographic details 
relating to respondents age, gender and geographical location while the second 
contained the main survey where data relating to the constructs, depicted in the 
research model (refer to Figure 6, Chapter 3), was collected. Both sections were 
clearly worded and included appropriate instructions for completing the survey. 
Besides, intended measurement constructs were clearly framed thus removing any 
ambiguity surrounding the survey items. 
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 In addition to framing the items logically and consistently, items were also 
carefully sequenced for encouraging strong responses from participants. The survey 
commenced with an easy-to-complete section on general demographics and further 
continued by asking respondents (i) how they consumed news when they are on SBNs 
(ii) reasons for selecting SBNs for consuming news, and (iii) the amount of time spent 
on consuming news in SBNs. Prior research recognizes and supports the significance 
of item wording and sequencing while also endorsing the practise of providing 
contextual information, specifically if items require self-reporting of attitudes and 
behaviours (Schwarz, 1999).  For instance, this study provided adequate examples 
with items statements (when necessary) to clarify the intentions of an item. For 
example, a sample item in the survey capturing continuing news consumption on 
SBNs reads: “I read the news and then share it [e.g. re-tweet or re-post] on social 
media.”  
 
Next, employing an appropriate measurement scale is an important 
consideration when designing and validating a survey instrument (Cavana, Delahaye, 
& Sekaran, 2001). A measurement scale is a “tool or mechanism by which individuals 
are distinguished on how they differ from one another on the variables of interest” 
(Cavana, et al., 2001, p. 195). The measurement scales provide choices to respondents 
for answering the survey items. In IS research a frequently used measurement scale 
for gathering user intentions or behavioural perceptions is the Likert scale. This scale 
examines how significantly respondents agree or disagree to activities mentioned in 
the statements. Generally, scale selection and scale length is the discretion of the 
researcher. A good scale provides sufficient variability (at least 5 choices) to 
respondents leading to greater reliability of the scale (Cicchetti, Shoinralter, & Tyrer, 
1985; Lissitz & Green, 1975). Researchers in the IS domain generally employ the five 
or seven point Likert scale. This study employed a similar seven point Category scale 
(Zikmund, 2000) for capturing the frequency (Zikmund, 2000) of news consumption 
of individuals (Refer to Table 18). The scale is based on how individuals rate the 
extent of their news consumption activities. The categories displayed on the scale 
move from the left (negative) to the right (positive) side of the scale. They are: Never, 
Rarely, Just Now & Then, Sometimes, Often, Very often, All of the time. Numbers 
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from 1 (Never) to 7 (All of the Time) are assigned as anchors to each category for 
data analysis. The interval between each category is treated as equal. Thus, the scale 
can also be used as interval measurement scale (Cavana, et al., 2001). The category 
‘Sometimes’ (the 4th in the 7-point scale) is taken as the midpoint of the scale and 
treated as neutral to the scale or a “passing level” (Refer to Cavana, et al., 2001, p. 
205) for rating the extent of news consumption . In comparison: (i) Often (the 5th in 
the 7-point scale) and points thereafter to its right (6th and 7th) show an ascending 
degree of frequency wherein the extent of news consumption is considered positive, 
and (ii) Just Now & Then (the 3rd in the 7-point scale) and points thereafter to its left 
(2nd and 1st) show an descending degree of frequency wherein the extent of news 
consumption is considered negative.    
 
Table 18: Survey Instrument Measurement Scale 
Never Rarely Just 
Now & 
Then 
Sometimes Often Very 
Often 
All of 
the 
Time 
       1        2        3 4        5       6       7 
 
All the questions in the survey instruments were mandatory. The sole criterion 
for taking the survey was respondents had to be existing users of (1) SBNs such as 
Twitter or Facebook, and (2) traditional news mediums such as news websites, 
television or newspapers.  
 
CONTENT VALIDATION 
 
Content validation is an important process that ensures matching individual 
measurement items in the survey instrument with the intended constructs and 
concepts (Sekaran, 2006). Specifically, it refers to the extent each item in the survey 
measures and assesses the same content or how best the content is sampled through 
the measures (MacKenzie, et al., 2011). Content validity has also been characterised 
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as face validity (MacKenzie, et al., 2011; Mosier, 1947). Following the content 
validation guidelines put forth by Schouten, Grol, and Hulscher (2010) and 
MacKenzie, et al. (2011), this study developed all the items encompassing the 
constructs based on literature review (Refer to Chapter 2) as well as qualitative data 
evidenced by past studies (Refer to Pentina & Tarafdar, 2014; Williamson, et al., 
2012) 
 
Researchers have suggested that quantitative investigations should address the 
issue of common method variance (CMV) especially when data collection methods 
involving a survey include self-reported questions for measuring perpetual 
phenomena (Chang, van Witteloostuijn, & Eden, 2010). CMV refers to the “variance 
that is attributable to the measurement method rather than to the constructs the 
measures represent” (Podsakoff, MacKenzie, Lee, & Podsakoff, 2003, p. 879). It 
creates false internal consistency, which in turn creates false correlations among 
variables and leads to measurement errors (Podsakoff, et al., 2003). CMV can have a 
negative influence on empirical results such as yielding misleading outcomes 
(Campbell & Fiske, 1959). In order to eliminate or reduce the influence of CMV, this 
study employed different sources of information during measures development and 
assorted the order of questions to reduce the likelihood of theory-in-use bias (Chang, 
et al., 2010). Further, this study ensured that survey questions were specifically 
worded to convey precise information and were kept as short as possible to reduce 
ambiguity, maintain clarity and influence participation and response (Williams, 
Edwards, & Vandenberg, 2003). 
 
PRE-TEST AND PILOT TEST 
 
This study employed face validation procedures for examining the 
appropriateness of the survey items for accuracy, language and appearance. The 
concept of face validation is similar to content validation where evaluation is carried 
out by subjective judgements of experts (Keszei, Novak, & Streiner, 2010). This helps 
a researcher in identifying ambiguous or irrelevant questions thereby enabling the 
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researcher to make necessary iterations before the main survey is deployed. Thus, face 
validity helps in verifying the instrument validity to potential respondents and signals 
its appropriateness for obtaining responses. In addition, the content language is 
checked for suitability, appropriateness and easy understanding. This ensures that all 
items confirm to the research intentions. Literature on research design and 
methodologies recommend using three to ten experts although the number of desired 
experts depends on the desired diversity of knowledge (Downe-Wamboldt, 1992; 
Grant & Davis, 1997). This study consulted a group of nine respondents comprising 
post-graduate students, doctoral researchers, academics and the general public, all of 
whom used social media and traditional news mediums for consuming news. The 
group provided constructive critique and valuable feedback on (i) improving the 
construct definitions (ii) refining the construct measures and measurement items, and 
(iii) improving the measurement items. The feedback improved the item wordings, 
readability, meaning and content validity of the instrument (Schouten, et al., 2010). 
The instrument was then pre-tested with 21 respondents (ten individuals responded to 
the survey online while eleven responded to the survey offline by completing a paper-
based survey). After analysing the results and discussing the appropriateness of items 
with respondents, the following iterations were done: (1) the number of items was 
reduced (2) item statements were re-ordered (3) repetitive words were deleted, and (4) 
the ordering of the items was changed to avoid response bias. 
 
Next, the study conducted a pilot test with 40 respondents for assessing the 
reliability and validity of individual items. The tests yielded acceptable results. 
However, the study decided in (i) further trimmings the item sentence length, and (ii) 
deleting items to increase the content validity and reliability. In addition, follow-up 
discussions were held with ten respondents to further check and validate the research 
constructs and reciprocal items. The discussions provided sufficient validation of the 
measurement scales and item consistency, and increased confidence for proceeding 
with the main survey. 
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SURVEY DEPLOYMENT 
 
After satisfactory results of the pre-test, pilot test, pre and post discussions with 
experts and respondents, the main survey was administered. The survey was built, 
configured, and managed online using Queensland University of Technology’s Key 
Survey software. It was offered simultaneously in three different ways: (1) a link to 
the online survey was emailed to students and staff at the Queensland University of 
Technology through appropriate and legitimate channels (2) printed copies of the 
survey were handed out to students, at random, on campus at the Queensland 
University of Technology, and (3) it was posted online on SBNs such as for example 
Facebook and LinkedIn. The criteria for taking the survey was respondents had to be 
potential or existing users of SBNs as well as traditional news mediums (e.g. TV) for 
consuming news. Respondents typically took approximately 5 to 7 minutes for 
completing the survey. A total of 325 individuals successfully completed the survey 
(Note: the online survey posted on SBNs recorded 969 clicks). The survey questions 
were configured in an appropriate manner in order to prevent respondents (online) 
from skipping questions or forgetting to answer questions. For example, respondents 
had to answer the first question in order to proceed to the next question and were 
denied random access to other sections. This meant that the first section and the 
corresponding set of questions had to be chronologically accessed and answered in 
order to proceed to the next section and questions. Respondents could submit their 
responses only after answering all the questions. The survey included items relating to 
respondents characteristics such as age, gender and geographical location. The aim 
was to analyse only those characteristics relating to respondents news consumption 
and hence, other characteristics such as for example occupation were not captured. 
Given the newness of the thesis topic, limitations of time and available resources, a 
smaller yet representative sample of the population was planned. In deploying 
quantitative methods, smaller groups are useful in making inferences about bigger 
groups that are potentially exorbitant to study (Barlett, Kotrlik, & Higgins, 2001). The 
sample size comprising 325 respondents is deemed reasonable and representative of 
the population based on Cochran (1977) formula for determining basic sample size. In 
doing so, the alpha level a-priori was set at 0.05, and based on the 7-point Category 
scale the level of acceptable error was set at 3% with standard deviation as 1.167. The 
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sample size is also adequate based on the number of items attempting to gather data 
(Note: the survey contains 23 items. Refer to Appendix A – Survey Instrument).  
 
ANONYMITY AND CONFIDENTIALITY OF THE 
RESPONDENTS 
 
This study has ensured that no personal data was collected or recorded from 
respondents during the data collection exercise or through the survey items. This 
guarantees confidentiality and anonymity of respondents. In addition, the study 
confirms that the collected data cannot be related or identified to any respondents. In 
relation to offline responses (pre-test), the research team appointed a questionnaire 
collector in locations where data was collected. The questionnaire collector 
supervised the data collection procedures in offline locations. Printed questionnaires 
were personally handed out to prospective respondents and appropriate times were 
scheduled and mutually agreed for collecting the completed responses. 
  
CHAPTER SUMMARY 
 
This chapter first introduced the research design and then discussed the 
cumulative reasons for selecting an appropriate methodology. It reasoned the need for 
selecting the quantitative method employed by this study for measuring the research 
model and further discussed the merits of the method. Following the section, the 
chapter explained the scale development process highlighting the steps involved and 
then introduced the construct measurement and validation procedures and their 
applications. The chapter than described the constructs used in this study, their 
definitions, measures and items. The chapter concluded by describing some general 
yet important aspects of the survey design such as the (i) measurement scale used in 
this study (ii) details pertaining to the pre-test, pilot test and main survey employed by 
this study, and (iii) ethical concerns relating to anonymity and confidentiality of 
respondents. 
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CHAPTER 5 
DATA ANALYSIS AND FINDINGS 
 
In the previous chapter, this study discussed the research design and defined the 
constructs used in the research model. It further detailed operationalizing the 
constructs, survey design and deployment and data collection procedures. This 
chapter is focused on describing the empirical results derived through the quantitative 
analysis of the data. 
 
The first part of this chapter focuses on analysing the data and design aspects, 
methodologies and procedures used for analysing the data, and testing the 
hypothesized relationships of constructs based on the research model (Refer to Figure 
7, Chapter 3). The later part of this chapter focuses on reporting the key findings of 
this study and concludes with a chapter summary. 
 
DATA ANALYSIS DESIGN 
 
This section explains the design and analysis process, which was briefly 
introduced in Chapter 1. It elaborates the (i) process of data preparation and analysis, 
and (ii) evaluation and interpretation of the findings, as per the data analysis design 
illustrated in Figure 11 (refer to p.156). 
 
This study employed the Statistical Package for the Social Sciences (SPSS) 
version 22.0 and its add-on module Analysis of Moment Structures (AMOS) for 
primarily modeling the structural equation, covariance structure, path analysis, 
construct validities and performing linear regression analysis. Past studies have used 
AMOS for specifying, estimating and comparing models as well as depicting 
hypothesized relationships (Alshehri, Drew, & AlGhamdi, 2012; Hsieh & Wang, 
2007). Researchers have also employed AMOS for improving model parameter 
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estimates and building attitudinal and behavioral models for revealing complex 
relationships (Reid & Levy, 2008). 
 
The data analysis design adopted by this study is depicted through six steps as 
illustrated in Figure 11. 
 
Figure 11: Data Analysis Design 
 
As illustrated in Figure 11, data was prepared as per the first step of the data 
analysis design. A data file was created wherein data was compiled prior to 
performing the data cleaning process. Next, the data was ordered into a manageable 
form and filed in two distinct file formats; one for SPSS and the other for AMOS for 
the first phase of the analysis and then, tests were conducted using SPSS for analysing 
the demographics and descriptive statistics. Next, the data was examined using 
AMOS (version 22.0) for analysing the construct validity and item reliability of the 
data. The research model and hypotheses testing were carried out through structural 
equation modelling using AMOS. 
 
156 | P a g e  
Chapter 5: Data Analysis and Findings 
DATA PREPARATION 
 
The master data file consists of 325 usable responses yielded by the online 
survey. The hypothesized relationships (Refer to Chapter 3) were tested using the 
respondent sample comprising users of SBNs and traditional news mediums that 
utilized the mediums for consuming news. The online survey responses were 
transferred to a master data file in SPSS file format. The data was screened for 
incorrect responses and other anomalies and the all the responses were found to be 
appropriate. The survey software was configured such that a respondent had to (i) 
answer questions in a chronological order, and (ii) answer the first question in order to 
proceed to the next and so forth. 
 
The data analysis in the following sections is focused on presenting detailed 
results comprising four distinct areas: (1) descriptive statistics (2) reliability tests (3) 
research model testing, and (4) hypotheses testing.  
 
DESCRIPTIVE STATISTICS 
 
In this section, data relating to basic features of respondents is described using 
descriptive statistics. The analysis features sample demographic statistics classified 
through respondent’s age, gender and geographical location. The analysis highlights 
the following aspects of the data in relation to respondents. 
 
• The data represents four applicable generation cohorts, viz. Baby 
Boomers (born before 1964), Generation X (1965-1978), Generation Y 
(1979-1989), and New Millennials (1990 and resulting thereafter). Note: 
Millennials has been used for describing the generation of cohorts born 
in and after 1979 (Chen & Choi, 2008). However, this has been replaced 
by Generation Y (Hewlett, Sherbin, & Sumberg, 2009). Recent studies 
describe Millennials as older or younger (Debevec, Schewe, Madden, & 
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Diamond, 2013). The term New Millennials is a proprietary definition 
(encompassing both, older and younger millennials) created for the 
purpose of this dissertation.    
 
• The data signifies a reasonably balanced appropriation of respondents 
based on their genders, viz. 179 males (55.07%) and 146 females 
(44.92%) 
 
• The data offers a reasonable representation of the geographical locations 
of respondents, especially Australia and New Zealand with 154 
respondents (47.38%) and Asia 130 respondents (40%) while the rest of 
the world is 41 respondents (12.62%). 
 
This study, in undertaking the descriptive statistical analysis of the data, 
classified the total population into four distinctive groups or generation based on their 
year of birth (Refer to Table 19) (Chen & Choi, 2008; Hewlett, et al., 2009; 
Jorgensen, 2003). The analysed data shows 47.38% of news consumers on SBNs to be 
New Millennials (154 respondents), which comprises the biggest cohort amongst all 
groups, followed by Generation Y (24.31%), Generation X (22.15%) and Baby 
Boomers (6%). The data depicts the increasing use of SBNs by successive 
generations. The male to female gender ratio is reasonably balanced in all groups with 
the New Millennials showing the biggest gap with 29.23% males compared to 18.25% 
females using SBNs for consuming news. 
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Table 19: Descriptive Statistics of the Sample Population 
 
Generation 
 
Total 
Geographical Location Gender 
Australia / 
New 
Zealand  
Asia Rest of 
the 
World 
Male Female 
Before 1964  
(Baby 
boomers) 
 
20 
(6%) 
7 
(2.2%) 
8 
(2.5%) 
5 
(1.5%) 
11 
(3.4%) 
9 
(2.8%) 
1965 to 1978 
(Gen X) 
 
72 
(22.15%) 
23 
(7%) 
30 
(9.23%) 
19 
(5.9%) 
31 
(9.5%) 
41 
(12.62%) 
1979 to 1989 
(Gen Y) 
 
79 
(24.31%) 
46 
(14.15%) 
24 
(7.35%) 
9 
(2.8%) 
42 
(12.9%) 
37 
(11.4%) 
1990 or after 
(New 
Millennials) 
154 
(47.38%) 
78 
(24%) 
69 
(21.23%) 
7 
(2%) 
95 
(29.23%) 
59 
(18.15%) 
 
Grand Total 
(Percentage) 
 
325 
 
154 
(47.38%) 
 
130 
(40%) 
 
41 
(12.62%) 
 
179 
(55.07%) 
 
146 
(44.92%) 
 
 
RELIABILITY TESTS 
 
Based on the work of Barclay, Higgins, and Thompson (1995), this study 
examined the construct reliability of the research model by assessing individual 
measurement item reliability, internal consistency and discriminant validity. 
Structural Equation Modelling (SEM) was employed for analysing the data using 
AMOS 22.0 and the measurement model was examined prior to assessing the 
structural (research) model (Hsieh & Wang, 2007). The measurement attributes of all 
constructs were estimated with confirmatory factor analysis and items with low 
loadings were deleted. The resultant indices listed in Table 20 show an acceptable 
baseline fit. The RMSEA and CFI of the model is on par with the desired 0.08 and 
0.90 levels respectively (Browne & Cudeck, 1993). The research model indices 
relating to the important Tucker-Lewis Index (TLI) (Hsieh & Wang, 2007) is baseline 
with the desired criterion level. 
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Table 20: Goodness of Fit - Measurement Model 
Fit Indices Measurement Model Desired Levels 
Chi square value/degree of 
freedom (CMIN/DF) 
3.0 < 3.0 
Comparative Fit Index (CFI) 0.9 > 0.9 
Root Mean Square Error of 
Approximation (RMSEA) 
0.08 < 0.08 
Goodness of Fit Index (GFI) 0.9 > 0.9 
Tucker-Lewis Index (TLI) 0.9 > 0.9 
 
 
Next, this study examined the discriminant validity, internal consistency and 
convergent validity by evaluating the Cronbach’s alpha, composite reliability (CR), 
and average variance extracted (AVE) of each construct. Cronbach’s alpha and 
composite reliability values listed in Table 21 are consistent with the recommended 
0.70 levels (Nunnally, et al., 1967) while AVE values are acceptable, as they meet the 
desired 0.50 level (Fornell & Larcker, 1981). Thus, convergent validity level is 
acceptable confirming that individual items are consistent, reliable, and reflect the 
properties that the construct represents. 
 
Table 21: Internal Consistency and Convergent Validity Assessment 
Constructs Number 
of Items 
Cronbach’s 
alpha 
Composite 
Reliability 
(CR) 
Average 
Variance 
Extracted 
(AVE) 
Switching News 
Consumption 
(SWT) to TNM 
(traditional news 
mediums) 
4 0.79 0.80 0.51 
Continuing News 
Consumption 
(CNT) on SBN 
5 0.83 0.83 0.50 
User Influence (UI) 4 0.80 0.81 0.53 
Relative Advantage 
(RA) 
4 0.81 0.82 0.53 
Comparative 
Duration of News 
Consumption 
(CNC) on SBN 
3 0.90 0.90 0.74 
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Further, this study conducted the discriminant validity test to measure the 
difference between constructs in the research model. This was done through AMOS 
(version 22.0) by assessing the average value of each construct and comparing its 
squared correlations with other constructs. The average variance value extracted of 
each construct if higher than its squared correlations with other constructs denotes 
desired support for discriminant validity (Fornell & Larcker, 1981). The analysed data 
(Refer to Table 22) shows support for discriminant validity except for User Influence 
(UI) and Continuing News Consumption (CNT) constructs. This may be due to 
anomalies in the items relating to both constructs. It suggests that an item may 
correlate more highly with another item outside its parent construct than with items 
within. However, in the interest of item inclusions and importance, this study has 
reported it. The analysed data also shows the average shared variable (ASV). The 
analysis (Refer to Table 22) shows that when compared to the average variance 
extracted (AVE), the ASV is less thereby offering strong support for discriminant 
validity of constructs (Fornell & Larcker, 1981). 
    
Table 22: Comparison of AVE and Squared Correlations 
Construct SWT RA UI CNT CNC AVE ASV 
SWT 0.70         0.51 0.04 
RA 0.14 0.72       0.53 0.27 
UI 0.20 0.59 0.72     0.53 0.35 
CNT 0.29 0.55 0.80 0.70   0.50 0.32 
CNC 0.08 0.64 0.60 0.49 0.85 0.74 0.26 
 
Note: Average of each construct is listed on the main diagonal 
 
 
Using the descriptive statistics based on respondent demographics in the earlier 
section and after conducting the reliability tests on the constructs in the research 
model, this study now presents detailed findings relating to descriptive statistics. 
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Detailed Descriptive Analysis 
 
First, the study compared the two news behaviors of switching and continuance 
and the comparative duration of news consumption on SBNs of females versus males.  
Findings are listed below and illustrated in Figure 12. 
 
• Females show high levels of continuing their news consumption on SBNs than 
males. 
• Females show high levels of switching news consumption to traditional news 
mediums compared to males. 
• Females show high levels of overall news consumption on SBNs compared to 
traditional news mediums when compared with males. 
 
 
Figure 12: News Consumption Behaviours – Females versus Males 
 
Second, the news behaviors of switching and continuance as well as the 
comparative duration of news consumption on SBNs between females and males were 
analyzed. Findings are listed below and illustrated in Figure 13. 
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• Both, females and males show high levels of switching to traditional news 
mediums for consuming news than continuing on SBNs for consuming news. 
 
• Both genders show high duration of news consumption on SBNs compared to 
traditional news mediums. 
 
• Switching news consumption to traditional news mediums denotes that both 
genders switch only for specific information, additional information or for 
verifying information. However, both genders consume news for longer 
durations on SBNs compared to traditional news mediums. 
 
• Switching news consumption potentially depict that SBNs can benefit 
traditional news firms by providing their platforms for delivering news, 
through which news firms attract consumers to their contemporary news 
mediums. However, the higher comparative duration of news consumption on 
SBNs show that overall, SBNs might not be beneficial to news firms in the 
long run. This is perhaps because news firms cannot provide new news 
content on a recurring 24/7 basis, facilitate users to create networks, and 
enable user-generated-content and news sharing like SBNs. Besides, people 
can do more than consume news on SBNs such as indulge in other activities, 
which is not possible on traditional news mediums that have preset and limited 
content. 
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Figure 13: News Consumption Behaviours of Females and Males 
 
Third, the news consumption of generations on SBNs was compared. The 
findings are listed below and illustrated in Figure 14. 
 
• Switching news consumption to traditional news mediums show a steady 
decline as generations evolve from Baby Boomers to the New Millennials. 
 
• Continuing news consumption on SBNs shows a gentle increase across 
generations except new millennials, which show a slight reduction. This is 
perhaps due to the fact that this generation is exposed to both traditional 
news mediums and SBNs in more or less equal measure, thus balancing 
their consumption between both traditional and digital news media. (Note: 
A longitudinal study could perhaps evidence higher continuance of news 
consumption on SBNs). 
 
• New millennials show high levels of switching news consumption to 
traditional news mediums compared to continuing news consumption on 
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SBNs. This is perhaps due to restrictions and technology limitation (e.g. no 
broadband), high usage of traditional news mediums such as television or 
news websites, or low sample size. 
 
•  The duration of news consumption on SBNs compared to traditional news 
mediums show an increasing trend over all generations. The new 
millennials also shows similar trend, which surpasses that of Gen Y. 
 
 
Figure 14: News Behaviours of Generations 
 
Fourth, descriptive statistics are compared between users’ geographical 
locations and their news behaviors on SBNs. Findings are listed below and illustrated 
in Figure 15. 
 
• All three regions viz. Australia and New Zealand, Asia and Rest of the World 
show high levels of switching news consumption to traditional news mediums 
than continuing news consumption on SBNs. 
 
• However, the comparative duration of news consumption on SBNs is high in 
both Asia and the Australia/NZ regions but low in the rest of the world. This is 
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perhaps due to the small sample size representing Rest of the World. There is 
also greater engagement with traditional news mediums in Asia due to higher 
population numbers, diverse media choices and greater availability of 
traditional news media such as printed newspapers, radio and television. 
 
 
Figure 15: News Behaviours on Social Broadcasting Networks by Location 
 
Descriptive Statistics of Survey Items 
 
The descriptive statistics relating to the individual items in the survey associated 
with their corresponding constructs are summarized in Table 23. The statistics 
illustrate the frequency of news consumption by users in SBNs, captured by the 
Category scale (Zikmund, 2000) employed  in the survey instrument (Refer to Table 
18, Chapter 4, p.150). On the one hand, users sometimes switch to traditional news 
mediums for consuming news while on the other they sometimes continue their news 
consumption on SBNs without switching to traditional news mediums. Generally, 
users often spend more time consuming news on SBNs compared to consuming news 
on traditional news mediums. The descriptive statistics also reveal that users often 
consider the relative advantage of SBNs, which has an impact on their news 
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behaviours, and are sometimes influenced by other users in SBNs for either switching 
to traditional news mediums or continuing news consumption on SBNs. 
 
Table 23: Descriptive Statistics of Survey Items and Constructs 
ITEMS / CONSTRUCTS MEAN STD. Deviation 
Switching News Consumption to Traditional News 
Mediums (SWT) 3.9062 1.7260 
SWT1 3.3385 1.6431 
SWT2 4.4800 1.7752 
SWT3 4.0062 1.8375 
SWT4 3.8000 1.6480 
   
Continuing News Consumption on Social 
Broadcasting Networks (CNT) 3.0092 1.7225 
CNT1 2.9415 1.8001 
CNT2 2.8892 1.7141 
CNT3 3.1415 1.7563 
CNT4 2.7908 1.6497 
CNT5 3.2831 1.6923 
   
User Influence in Social Broadcasting Networks (UI) 3.4677 1.8346 
UI1 4.2000 1.7585 
UI2 2.9662 1.8431 
UI3 3.2400 1.8586 
UI4 3.4646 1.8781 
   
Relative Advantage of Social Broadcasting Networks 
(RA) 4.6692 1.7813 
RA1 4.8338 1.8467 
RA2 5.1508 1.7809 
RA3 4.4523 1.7519 
RA4 4.2400 1.7456 
   
Comparative Duration of News Consumption on 
Social Broadcasting Networks (CNC) 4.2359 1.9711 
CNC1 4.3631 1.9206 
CNC2 4.2954 1.9919 
CNC3 4.0492    2.0009 * 
 
Note: All constructs are measured on a seven-point Category scale with the anchors 1 = 
Never, 4 = Sometimes, and 7 = Always 
 
* Item CNC3 captures the frequency of news consumption on social broadcasting networks 
whereas the other two items viz. CNC1 and CNC2 capture the duration of news consumption. 
The CNC construct is established to measure both, the duration and frequency of news 
consumption. Hence, a comparatively higher standard deviation is reflected for item CNC3. 
 
167 | P a g e  
Chapter 5: Data Analysis and Findings 
TESTING THE RESEARCH MODEL 
 
 This study examined the research model for standardised path coefficients, 
variance (R2) and path significance to test its predictive power. Using SPSS and its 
add-on module AMOS (version 22.0), the data set was categorized into three different 
samples as below. 
 
(1) Full sample comprising all respondents (n=325). 
(2) Polarised sample of Baby Boomers + Gen X + Gen Y (n=171). 
(3) Polarised sample of New Millennials (n=154). 
 
This was done to investigate how different generations relate to news 
consumption on SBNs in the present-day digital age. This study considers the 
abovementioned cohort groups important, as they help in understanding the evolution 
of news consumption on traditional news media as well as on SBNs. For example, the 
group consisting of Baby Boomers, Gen X and Y are considered as more exposed to 
traditional news mediums and therefore exhibit news habits inclined largely toward 
consuming news through traditional news mediums such as newspapers, television or 
radio. In contrast, New Millennials are observed as being exposed to both, traditional 
and online digital news mediums in more or less equal measures and therefore 
expected to consume news through both, offline and online mediums. Thus, it is 
interesting to analyse how both groups consume news when they are on SBNs. This 
has implications on traditional news firms in formulating their digital business 
strategies for optimal and positive outcomes in terms of (i) securing and retaining a 
more targeted consumer base, and (ii) building sustainable revenue models through 
highly specific user demographics. The abovementioned also helps in understanding 
the role of present-day digital social technologies (viz. SBNs in the context to this 
study), their effects on different cohort groups and the reciprocal impacts on 
traditional news firms. 
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Sample Comprising All Respondents 
 
This data sample comprises all respondents (n=325) that use SBNs and 
traditional news mediums such as newspapers and television for consuming news. 
The tested model using this sample data and the statistical findings are illustrated in 
Figure 16. The regression weights explaining the variances between the constructs are 
compiled in Table 24.   
 
 
Figure 16: Tested Research Model Comprising All Respondents 
 
Table 24: Sample Comprising All Respondents 
(Regression Weights and p-Values) 
Construct 
Path 
Standardized 
Regression Weights  
[Path coefficients (β)] 
Critical 
Ratios (CR) 
[t-values] 
Level of Significance of 
Factor Covariance 
[Explained Variance] 
RA  CNT  0.179 2.830 t > 2.57 ; p < 0.001 ** 
RA  SWT -0.005 -0.055 t < 1.96 ; Not Significant 
UI  CNT 0.740 7.066 t > 3.29 ; p < 0.0001 *** 
UI  SWT 0.229 2.537 t > 1.96 ; p < 0.05 * 
CNT  CNC 0.644 8.883 t > 3.29 ; p < 0.0001 *** 
SWT  CNC -0.242 -4.209 t > 3.29 ; p < 0.0001 *** 
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The examination of the abovementioned sample reveals: 
 
(1) A significant path between user influence and continuing news 
consumption on SBNs. This shows that users in SBNs substantially 
sway other users in the network to consume news in the network. 
 
(2) The relationship between user influence and switching news 
consumption to traditional news medium is significant. This implies 
that news practitioners and news firms (viz. institutional users) may 
be successful in attracting news consumers to their contemporary 
news channels, although such relationships are potentially weak. 
 
(3)  The relative advantage of SBNs also shows a significant relationship 
with continuing news consumption in SBNs. This denotes that 
individuals consider the relative advantage of SBNs for seeking news 
on an immediate and timely basis and connecting to both, information 
and users. 
 
(4)  The relative advantage of SBNs is not significant when individuals 
choose to switch their news consumption to traditional news 
mediums. This denotes that the relative advantage of SBNs is largely 
irrelevant or unimportant while deciding to switch to traditional news 
mediums for consuming news 
 
(5) Collectively, both constructs viz. user influence and relative advantage 
explain 74% of variance for continuing news consumption on SBNs 
while the same two constructs viz. user influence and relative 
advantage of SBNs demonstrate just 5% variance in switching news 
consumption to traditional news mediums. (Note: This has serious 
implications for news firms that engage with SBNs for attracting 
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people to their traditional news mediums. These findings are 
discussed in the Chapter 6) 
 
(6) Collectively, switching and continuing news behaviours explain 41% 
variation in the duration of news consumption on SBNs compared to 
the duration of news consumption on traditional news mediums. This 
indicates that although people intermittently switch to traditional 
news mediums, the extent of such switching is low. Rather, most 
individuals consume news on SBNs on a continuing basis. Thus, 
although SBNs may benefit news firms by providing their platforms 
for delivering news, most people may not switch to traditional news 
mediums when they are on SBNs. (Note: This finding is discussed in 
detail in the next chapter). 
 
POST-HOC TESTING 
 
The sample comprising all respondents (n=325) was polarized into two groups: 
(1) Baby Boomers + Generation X + Generation Y, and (2) New Millennials, for post-
hoc testing. 
 
Polarization in the context of this study can be explained as the division of the 
full sample (n=325) into opposing sample groups based on demographic 
characteristics such as gender, age or geographical location. Polarization is important 
because the state of a polarized sample group (i.e. after dividing it from the main 
sample) can show differing levels of interactions and behaviours that may not be 
evident in the aggregated activities, intentions or behaviours evidenced through the 
full sample. 
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Polarized Sample of Baby Boomers + Gen X + Gen Y 
 
This study is focused on SBNs, which are Internet-based technologies. So, 
survey respondents were divided on the basis of their year of birth to examine their 
responses (to news consumption on both, traditional news mediums and SBNs) in 
relation to their exposure to news media before and after the origin of the public or 
commercial Internet. Thus, the group consisting of Baby Boomers - born before 1964, 
Generation X - born between 1965 and 1978 and Generation Y – born between 1979 
and 1989 are grouped together as a polarized sample of respondents (n=171) that are 
collectively born before the Internet became public and commercial (from the year 
1990 and thereafter). This group is considered as more exposed to traditional news 
mediums and therefore expected to exhibit news behaviours inclined largely toward 
consuming news through traditional news mediums such as newspapers, television or 
radio. 
 
This polarized sample comprises 171 respondents that are users of SBNs and 
traditional news mediums such as newspapers and television. The tested model using 
this sample data and the statistical findings are illustrated in Figure 17. The regression 
weights explaining the variances between the constructs are compiled in Table 25.  
This sample is helpful in understanding the extent of present-day news consumption 
by people that are born prior to the origin of the public Internet and are generally 
habitual users of traditional news mediums. 
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Figure 17: Tested Polarized Model of Baby Boomers + Gen X + Gen Y 
 
Table 25: Polarized Sample of Baby Boomers, Gen X, Gen Y 
(Regression Weights and p-Values) 
Construct 
Path 
Standardized 
Regression Weights  
[Path coefficients (β)] 
Critical 
Ratios (CR) 
[t-values] 
Level of Significance of 
Factor Covariance 
[Explained Variance] 
RA  CNT  0.267 2.766 t > 2.57 ; p < 0.001 ** 
RA  SWT -0.048 -0.369 t < 1.96 ; Not Significant 
UI  CNT 0.624 4.325 t > 3.29 ; p < 0.0001 *** 
UI  SWT 0.099 0.776 t < 1.96 ; Not Significant 
CNT  CNC 0.607 6.817 t > 3.29 ; p < 0.0001 *** 
SWT  CNC -0.259 -3.405 t > 3.29 ; p < 0.0001 *** 
 
Interestingly, findings show much similarity to the research model comprising 
all respondents (Refer to Figure 16). Results of this polarized sample reveal: 
 
(1) The relation between user influence and switching news consumption to 
traditional news mediums is not significant 
 
(2) The relation between the relative advantage of SBNs and switching 
news consumption to traditional news mediums is not significant 
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Both the abovementioned results (1) and (2) denote that individuals 
comprising this cohort group are not influenced by the relative 
advantage of SBNs or users in the networks when switching to 
traditional news mediums for consuming news 
 
(3) A significant relationship between user influence and continuing news 
consumption on SBNs is observed. 
 
(4) Relative advantage shows a significant correlation with continuing news 
consumption on SBNs. 
Both, results (3) and (4) evidence that Baby Boomers, Gen X and Y are 
much active than expected in adopting SBNs for consuming news. This 
potentially creates a dilemma for traditional news firms because they 
likely rely on these demographic groups for active and recurring news 
consumption on their traditional news mediums. 
 
(5) Collectively, both, user influence and relative advantage explain 68% of 
variance in continuing news consumption on SBNs while the same two 
constructs viz. user influence and relative advantage of SBNs 
demonstrate just 1% variance in switching news consumption to 
traditional news mediums. 
 
(6) Switching and continuing news consumption explains 42% variation in 
the duration of news consumption on SBNs compared to the duration of 
news consumption on traditional news mediums. As hypothesized (Refer 
to Hypothesis 4 on p.114), switching from SBNs to traditional news 
mediums reduces the overall duration of news consumption in SBNs. 
Thus, the relationship denotes a negative impact on news consumption 
in SBNs.  This impact is found to be highly significant. 
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Analysis: This group is observed as more exposed and experienced in consuming 
news through traditional news media (e.g. newspapers, television). They potentially 
exhibit more familiarity, loyalty and habitual use of traditional news media (Ahlers, 
2006). Therefore, the relative advantage of SBNs and user influence in SBNs is not 
important for them when considering switching to traditional news media for 
consuming news. Demographically, this group do not show the tendency to multitask 
news media (i.e. simultaneously use online and offline news media) because this 
“generation was raised in a linear environment that placed greater emphasis on print 
material” (Ahlers, 2006, p. 34). They are sceptical about the “journalistic ideal of 
objectivity” (Pentina & Tarafdar, 2014, p. 211) of news on SBNs  built by curated bits 
of user-generated information. They are also exposed to high loads of information on 
SBNs wherein such information may constitute “suboptimal knowledge” (Pentina & 
Tarafdar, 2014, p. 211). The choice between online and traditional news media is also 
mediated by a person’s level of comfort with technology (Althaus & Tewksbury, 
2000) as well as ease of use of the technology (Venkatesh, et al., 2003). Therefore, for 
this group, the opportunity costs associated with adopting and using SBNs (e.g. 
accessing the network, navigation skills, and computer skills) is relatively high 
causing them to potentially devalue the controls and advantages that SBNs provide. 
On the other hand, this group also exercise a degree of media selectivity (Yuan, 2011) 
based on their beliefs about various media attributes such as convenience or personal 
preferences (Ahlers, 2006; Althaus & Tewksbury, 2000) for consuming news by 
combining different news media’s (e.g. SBNs, television) (Yuan, 2011). Past studies 
researching news consumption through traditional news media show that individuals 
with a high need for information increasingly choose information-rich media (Althaus 
& Tewksbury, 2000; Dutta-Bergman, 2004). Thus, the relative advantage of SBNs 
evidenced through the immediacy and timeliness of news (media attributes) and users 
providing a variety of content in SBNs are highly appealing factors for these 
information seekers in continuing their news consumption on SBNs. Besides, SBNs 
also expose individuals in this group to news that they otherwise might not get from 
traditional news media (Pew Research Center, 2013). Thus, for instance, they are 
more likely to follow celebrities on Twitter or Facebook (viz. user influence), which 
was / is not possible through traditional news media. 
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Polarized Sample of New Millennials 
 
The second polarized sample (n=154) comprises people born in or after 1990 
when the Internet started becoming public and commercial. People in this sample 
group are born in 1990 and thereafter. This cohort level is observed to be (i) early 
adopters of digital social technologies (e.g. emails) and the Internet (e.g. for browsing, 
online gaming) for consuming news (e.g. through news websites), as well as (ii) users 
of traditional news mediums such as for example, radio or television for consuming 
news. Thus, this polarized sample (Refer to Figure 18) is useful in understanding how 
some degree of prior exposure to traditional news mediums together with the evolving 
usage of the Internet-based media contributes to their present-day news consumption 
on SBNs.  
 
This polarized sample comprises 154 respondents that are users of SBNs and 
traditional news mediums such as newspapers and television. The tested model using 
this sample data and the statistical findings are illustrated in Figure 18. The regression 
weights explaining the variances between the constructs are compiled in Table 26. 
 
 
Figure 18: Tested Polarised Sample – New Millennials 
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Table 26: Polarized Sample of New Millennials 
(Regression Weights and p-Values) 
Construct 
Path 
Standardized 
Regression Weights  
[Path coefficients (β)] 
Critical 
Ratios (CR) 
[t-values] 
Level of Significance of 
Factor Covariance 
[Explained Variance] 
RA  CNT  0.093 1.117 t < 1.96 ; Not Significant 
RA  SWT -0.130 1.085 t < 1.96 ; Not Significant 
UI  CNT 0.851 5.363 t > 3.29 ; p < 0.0001 *** 
UI  SWT 0.405 3.207 t > 2.57 ; p < 0.001 ** 
CNT  CNC 0.715 5.448 t > 3.29 ; p < 0.0001 *** 
SWT  CNC -0.196 -2.024 t > 1.96 ; p < 0.05 * 
 
 
Based on the abovementioned statistical findings, this polarized sample shows: 
 
(1) Significant support for the relationship between user influence and 
switching news behaviour 
 
(2) A significant relationship between user influence and continuing news 
consumption in SBNs.   
 
Both, results (1) and (2) depict that user influence is important in 
considering continuance of news consumption in SBNs as well as 
switching to traditional news mediums for consuming news. This is 
beneficial to news firms and reflects the complementing role of SBNs 
(Note: Refer to Chapter 6 for a discussion on this finding) 
 
(3) The relationships between relative advantage of SBNs and the news 
behaviours of switching and continuance are not significant. This 
indicates the relative advantage of SBNs is not a major variable when 
considering either media (i.e. offline or online) for consuming news 
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(4)  Collectively, both constructs viz. user influence and relative advantage 
explain 82% of variance in continuing news consumption on SBNs 
while the same two constructs viz. user influence and relative advantage 
of SBNs, demonstrate 24% variance for switching news consumption to 
traditional news mediums 
 
(5) Switching and continuing news consumption together explains 43% of 
variance in the duration of news consumption on SBNs compared to the 
duration of news consumption on traditional news mediums. 
 
Analysis: Demographically, young users such as the New Millennials (born in and 
after 1990) are overall high users of SBNs for news (Pew Research Center, 2013). 
They prefer a mix of information relating to social and entertainment areas, hard news 
on politics and business (Raeymaeckers, 2004) and localized news that has immediate 
relevance (Williamson, et al., 2012). As they were born during the evolving era of the 
Internet (and exposed to both, social and commercial websites), they have used 
technology at a young age for a variety of tasks such as emailing, playing games, and 
information browsing. Similarly, they are also conversant with traditional mass media 
platforms such as printed newspapers and television. So, while they are accustomed to 
“purposeful information seeking” (Williamson, et al., 2012, p. 258) on the Internet, 
traditional news media has also played a supplementary role in their “news-gathering 
behaviour” (Williamson, et al., 2012, p. 258). Familiarity with technology and the 
Internet and increasing levels of online activities denotes that New Millennials are 
generally aware of the relative advantages of SBNs as well as the activities of users in 
such networks. That explains why relative advantage of SBNs is not significant when 
they choose to either switch to traditional news mediums or continue news 
consumption on SBNs. Some of the reasons cited for young adults consuming news 
through traditional news media are (i) greater trust in information provided by 
established news sources (Huang, 2009) (ii) more and complete information and 
perceived depth of reporting provided by newspapers (Raeymaeckers, 2004), and 
parental influence for reading newspapers (Qayyum, Williamson, Liu, & Hider, 
2010). On the other hand, this group view SBNs as important for communicating and 
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sharing newsworthy information in a more personalized manner such as 
communicating an incident (e.g. event) through status updates and tweets 
(Williamson, et al., 2012). Besides, they prefer (i) a greater degree of control over 
their news gathering and consumption activities, and (ii) customizing services to suit 
their preferences (Williamson, et al., 2012). Thus, user influence is paramount to this 
group in enabling decentralized and peer-to-peer communications (Zaphiris & Sarwar, 
2006) for receiving, sharing and consuming news. 
 
Significance of User Influence: The tested research model (Refer to Figure 16) and 
the two polarized models (Refer to Figure 17 & 18) show that user influence has a 
highly significant impact on the continuance of news consumption in SBNs. First, as a 
broadcasting medium, SBNs mediate the social network of users and the 
“relationships of users it connects” (Kane, et al., 2014, p. 279). Second, these digital 
social networks successfully function as a result of content generated by mass users 
(Kaplan & Haenlein, 2010). Third, people use these networks to support a range of 
activities from communicating to information sharing, which may have little or no 
connection to offline social relationships with individuals in the network (Kane, et al., 
2014). For example, influential people such as celebrities or political leaders use 
SBNs to connect with their fans and citizens with whom they share no offline 
associations. Given the fact that millions of people actively use SBNs on a daily basis, 
it is imperative that content generated by the masses will impact individuals in such 
networks. According to social psychological theory, users in a digital social network 
are attracted and attached to other users in the network due to common interests or 
simply the opportunity presented by the underlying technology for connecting with 
other individuals, which is not possible in offline environments (Lee & Ma, 2012; 
Ren, et al., 2012). The social features of a SBN (Refer to Table 4, Chapter 1) coupled 
with its broadcasting features (Refer to Table 5, Chapter 1) enable users of SBNs to 
report, share and consume newsworthy information on the numerous incidences that 
occur on a 24/7 basis. Such collaboratively created and curated bits of information 
offer a “novel socially negotiated informational product” (Pentina & Tarafdar, 2014, 
p. 211), which increasingly depends on user-generated-content and substitutes the 
“journalistic ideal of objectivity” of news with multiple perspectives and opinions 
(Pentina & Tarafdar, 2014, p. 211). SBNs enable free, open and loosely controlled 
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and coordinated information flows in the network (Faraj, et al., 2015). This is 
attractive to all types of users in SBNs that seek to control and customize their news 
activities in such networks. For example, news firms use SBNs to actively deliver 
news to mass users (Hong, 2012) and attract them to their traditional news mediums. 
Organisations use SBNs to communicate directly with consumers. Thus, the 
confluence of mass users, voluminous user-generated-content and the ubiquitous 
capabilities afforded by the underlying technologies of SBNs create unparalleled 
influence within the network and between users in the network.  
 
 TESTING HYPOTHESES 
 
This study tested the six hypotheses based on the research model showing the 
hypothesized relationships (Refer to Figure 7, Chapter 3) and the statistically 
examined research model (Refer to Figure 16 in this Chapter 5). In explaining the 
results of the hypothesized relationships, this study also takes into consideration the 
two polarised research models (Refer to Figure 17 and 18 in this Chapter 5). 
    
Testing Hypothesis 1a 
 
All three models (Refer to Figures 16, 17 and 18) confirm that continuance of 
news consumption on SBNs increases when individuals evaluate the value 
propositions of SBNs for consuming news. In the full sample, the correlation between 
relative advantage and continuing news consumption is significant and shows positive 
path coefficient (β = 0.179 with p < 0.001). This is also true for the polarized sample 
consisting of Baby Boomers, Gen X and Y, wherein the positive path coefficient 
shows β = 0.267 with p < 0.001. However, the sample consisting New Millennials 
shows a positive path coefficient of β = 0.093, but the relationship is not significant. 
The features and value propositions of SBNs (Refer to Chapter 2 and 3 for full 
details) represent a strong identity of the networks for consuming news. The data 
shows that older generations consider these more significant when making a media 
choice between SBNs and traditional news mediums. In contrast, younger generations 
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such as the New Millennials do not consider it important, as they are exposed to and 
familiar with digital technologies. They actively indulge in consuming information 
beyond news in SBNs and other activities such as emailing, playing online games or 
listening to online music, at an early age. Thus, there is little resistance to adopting 
and using these digital technologies. Therefore, for this group, the relative advantage 
of social broadcasting networking is a given fact, which does not require significant 
independent consideration when choosing a media for consuming news. The data 
supports hypothesis 1a, “Relative advantage of a social broadcasting network will 
lead to greater continuance of news consumption in the network.” 
 
Testing Hypothesis 1b 
 
All the three samples (Refer to Figures 16, 17, 18) tested for hypothesis 1b 
show a negative path coefficient between relative advantage of SBNs and switching 
news consumption to traditional news mediums. This relationship is evidenced as 
being not significant. The full samples show β = -0.005 while the polarized sample 
consisting Baby Boomers, Gen X and Y show β = -0.048. The sample comprising 
New Millennials shows β = -0.130. As hypothesized, substitutable products such as 
traditional news mediums have to prove their unique advantages or strengths over 
incumbent products such as SBNs to attract usage (Note: This study situates 
individuals already engaging with SBNs). Therefore, individuals are likely to switch 
to competitive products only if the expected benefits are greater than the incumbent 
products (Refer Chapter 3). However, the relative advantage of SBNs is not an 
important consideration for users wishing to switch to traditional news mediums for 
consuming news. Therefore, the data does not support hypothesis 1b, “Relative 
advantage of a social broadcasting network will reduce switching to traditional news 
media, for consuming news.” 
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Testing Hypothesis 2a 
 
All the three samples (Refer to Figures 16, 17, 18) were tested for hypothesis 
2a. All the tested models show a highly significant path coefficient between user 
influence in a social broadcasting network and continuing news consumption in the 
network. The full sample shows a positive path coefficient β = 0.740 with p < 0.0001 
while the two polarized samples also show positive path coefficients with β = 0.624 
with p < 0.0001 for Baby Boomers, Gen X & Y, and β = 0.851 with p < 0.0001 for 
New Millennials. This is a significant finding that evidences the influences exerted by 
users in SBNs on other individuals in the network, which strongly contributes towards 
users continuing their news consumption on SBNs. This denotes that users do not 
switch over to traditional news mediums as a result thereof (Note: This is discussed in 
Chapter 6). Thus, findings concur with hypothesis 2a, “User Influence in a social 
broadcasting network will lead to greater continuance of news consumption in the 
network.” 
 
Testing Hypothesis 2b 
 
Similar to the previous tested hypotheses, all three samples (Refer to Figures 16, 
17, 18) tested for hypothesis 2b show positive support but differing levels of 
significance between users influencing other users in SBNs and users switching their 
news consumption to traditional news mediums. The full sample show a positive and 
significant path coefficient with β = 0.229 with p < 0.05. The Baby Boomers and Gen 
X & Y sample show a positive path coefficient with β = 0.099. However, the 
relationship is evidenced as not significant. In comparison, the New Millennials 
sample shows a significant path coefficient with β = 0.405 with p < 0.001. This is 
suggestive of a significant effect that institutional users such as news firms can have 
on individuals in SBNs. The evidence of switching news consumption to traditional 
news mediums happening simultaneously with continuing news consumption on 
SBNs suggests that SBNs have a dual effect on individuals in the network (Note: This 
is discussed in Chapter 6). However, compared to hypothesis 2a, user influence on 
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switching is lower than on continuing news consumption on SBNs. Findings support 
hypothesis 2b, “User Influence in a social broadcasting network will increase 
switching to traditional news media, for consuming news.” 
 
Testing Hypothesis 3 
 
Next, the hypothesis relating to the outcome of continuing news consumption 
on SBNs to higher duration of news consumption in the network was tested. By 
examining all the three samples (Refer to Figures 16, 17, 18), this study finds highly 
significant and positive support for hypothesis 3, “Continually consuming news in a 
social broadcasting network will increase the duration of news consumed in the 
network compared to a traditional news medium.” Findings evidence that continuance 
of news consumption on SBNs is a leading forecaster of the networks’ supporting 
higher duration of news consumption compared to traditional news mediums. This 
finding has strong implications for news firms. It suggests that SBNs are potentially 
superior news providers compared to traditional news firms. (Note: This finding is 
discussed in Chapter 6). The highly significant path coefficients of the three samples 
are: (1) Full sample, β = 0.664 with p < 0.0001 (2) Baby Boomers, Gen X & Y, β = 
0.607 with p < 0.0001, and (3) New Millennials β = 0.715 with p < 0.0001. 
 
Testing Hypothesis 4 
 
Herein, the study hypothesized that switching to substitutable products or 
services decreases the use of the incumbent product or service. Thus, findings from all 
the three samples (Refer to Figures 16, 17, 18) show that when users switch from 
SBNs to traditional news mediums, it decreases their overall duration of news 
consumption on these networks. Thus, switching to traditional news mediums has a 
negative impact on the overall duration of news consumption in SBNs. This supports 
hypothesis 4, “Switching news consumption from a social broadcasting network to 
traditional news media will reduce the duration of news consumption in the network.” 
The path coefficients of the full model and the Baby Boomers, Gen X & Y model are 
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highly significant. The full sample shows β = -0.242 with p < 0.0001, Baby Boomers, 
Gen X & Y as β = -0.259 with p < 0.0001, while New Millennials shows β = -0.196 
with p < 0.05 (significant). 
 
Summarized results of the tested hypotheses, based on the research model, are 
listed in Table 27. 
 
Table 27: Summarized Results of Hypotheses Testing 
Hypothesized 
Path 
Findings 
[Path coefficients (β)] 
p-Values Conclusion 
H1a: RA  CNT 0.179 p < 0.001 ** SUPPORTED 
H1b: RA  SWT -0.005 Not Significant Not Supported 
H2a: UI  CNT 0.740 p < 0.0001 *** SUPPORTED 
H2b: UI  SWT 0.229 p < 0.05 * SUPPORTED 
H3: CNT  CNC 0.644 p < 0.0001 *** SUPPORTED 
H4: SWT  CNC -0.242 p < 0.0001 *** SUPPORTED 
 
 
CHAPTER SUMMARY 
 
This chapter discussed the data analysis design and reported the findings after 
examining the sample data. This study employed the Statistical Package for the Social 
Sciences (SPSS) and its add-on module Analysis of Moment Structures (AMOS) 
version 22.0 for modeling the structural equation, covariance structure, path analysis, 
constructs validities and performed linear regression analysis. 
 
The section on data analysis design explained the process of data preparation 
and analysis. The section following that detailed the descriptive statistics. The data 
was classified into four different group’s viz. Baby Boomers, Generation X, 
Generation Y and New Millennials and statistically described through the 
demographics of age, gender and geographical location. Next, descriptive statistics of 
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survey items and their respective constructs were listed showing their mean and 
standard deviations. 
 
Reliability tests were conducted using AMOS (version 22.0). The results were 
described through the (i) Goodness of Fit of the measurement model, and (ii) internal 
consistency and convergent validity assessment of all constructs in the research 
model. The research model was then tested through: (1) the full sample consisting of 
all respondents (2) polarized sample consisting Baby Boomers, Gen X & Y, and (3) 
polarized sample comprising New Millennials. All the three samples were illustrated 
showing their path coefficients and variances. In the last section of the chapter, 
hypotheses developed in Chapter 3 were tested and findings were described. 
 
In the next chapter, a detailed discussion on the findings from this Chapter 5 is 
presented. The chapter also describes the contributions and limitations of this study.
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CHAPTER 6 
DISCUSSION 
 
In the previous chapter, this study analysed the data by measuring the research 
model and presented the findings. It discussed the data analysis design, data 
preparation and explained the descriptive statistics of the sample population. Finally, 
it tested the study hypotheses and reported the results. 
 
This chapter is focused on interpreting and discussing the empirical results 
derived through the quantitative analysis of the data. It summarizes the findings of the 
research model tests by aligning them with the research questions raised in Chapter 1. 
Further, this chapter discusses the contributions to research and implications for 
practice. Given the strong implications for news firms, the chapter puts forth a 
succinct discussion on conceptual theory building based on the interpreted role of 
SBNs and their impact at the organisational level. This discussion is led by the 
empirically evidenced news behaviours of switching and continuance. The conceptual 
theory building forms the premise for future work underlying this study. 
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SUMMARY 
 
Social broadcasting networks (SBNs) such as Facebook and Twitter have joined 
traditional news mediums (e.g. newspapers, television and radio) as well as blogs and 
news websites as viable sources of information (Glynn, et al., 2012) encompassing a 
broad spectrum of communications ranging from breaking news to personal 
conversations (Shi, et al., 2014). They have infused the social element in the domain 
of news production and dissemination by giving users of such networks the power to 
report, share and consume information. Such information does not constitute news as 
understood in the traditional sense. Rather, they represent bits and pieces of 
information relating to incidences (e.g. events, actions) that occur on a daily 24/7 
basis. This study investigates the news behaviours of switching and continuance on 
SBNs for explaining how they (i.e. SBNs) transform news consumption. It 
specifically examines switching and continuance of news consumption in a post-
adoption technology setting, i.e. individuals already engaging with SBNs for 
consuming news. Switching denotes moving from one news media to another 
triggered by an impeding incident. For instance, an individual may switch from 
Twitter by clicking a web link to a news website for more information or for verifying 
the news. Continuance on the other hand, implies consuming news on the incumbent 
news medium (i.e. SBNs) without switching to traditional news media. 
 
Based on the literature review undertaken in Chapter 2, this study notes that IT 
switching and IT continuance have been studied independent of each other and never 
as simultaneous behaviours, as demonstrated by this study. While prior studies have 
aligned switching with terminating or significantly decreasing the use of an 
incumbent product or service (Ye, et al., 2008), this study defines switching as 
reducing news consumption on an incumbent news medium and intermittently 
replacing it with an alternate medium that fulfils similar needs. Similarly, IT 
continuance has been studied in the IS domain as an extension of IT adoption and 
acceptance and is predicted using similar variables from IT adoption research such as 
habit, ease of use and intention to use (Park & Ryoo, 2013) (Also refer Chapter 2 – 
Literature Review). In comparison, this study differs with prior studies in the 
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following manner: (i) it positions continuance of news consumption in a post-
adoption setting and explains it (including switching) through the notion of social 
homogeneity shaped by the environment of SBNs, which exerts a predictable 
influence on its users, and (ii) while prior studies have conceptualised the influence of 
a network environment as an explanatory mechanism of the network structure 
(Borgatti & Halgin, 2011; Kane, et al., 2014), this study empirically validates it 
through the constructs of (i) relative advantage of SBNs, as influence of the network, 
and (ii) user influence on other users as the influence in the network environment. 
Thus, by developing and empirically testing a model of news behaviours on SBNs, 
this study brings new understanding on the role of digital news media and 
communications and digital social networks. It also observes the dependency relations 
between the network environments and its users. In the process, it answers the 
research question posed at the inception of the study viz. What factors influence news 
consumption behaviours on social broadcasting networks? And empirically examines 
data comprising the news consumption behaviours of 325 respondents.  
 
The influence of SBNs’ environment as an explanatory mechanism of the 
network structure is examined for explaining individuals switching and continuing 
their news consumption on SBNs. Two antecedent factors are investigated: (1) 
influence of SBNs, and (2) influence in SBNs. The influence of SBNs is captured 
through the relative advantage of the networks over traditional news mediums based 
on the value propositions of immediacy of news, timeliness of news and 
connectedness to information and users in SBNs. Influence in SBNs is explored 
through three different types of users: (1) individuals (2) influential users such as 
celebrities, experts and leaders (CELs), and (3) institutional users. All users are 
observed as influencing other users in the network for either switching to traditional 
news mediums or continuing their news consumption on SBNs. The sample data of 
325 respondents is used for empirically validating the constructs of (i) relative 
advantage of SBNs, as the influence of SBNs, and (ii) user influence on other users as 
the influence in SBNs. 
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KEY FINDINGS 
 
The empirically validated research model clearly depicts that SBNs influence 
individual news consumption showing greater duration of individual news 
consumption on the networks compared to traditional news mediums. Yet, it also 
shows support for individuals switching their news consumption to traditional news 
mediums. Summarized findings are presented below. 
 
(1) Users in SBNs show a dual way of news consumption. On the one hand they 
sometimes switch to traditional news mediums for consuming news while on the other 
they sometimes continue their news consumption on SBNs without switching to 
traditional news mediums. However, overall, users often spend more time consuming 
news on SBNs compared to consuming news on traditional news mediums.    
 
(2) The antecedents to switching and continuance of news consumption viz. (i) 
relative advantage of SBNs has a significant impact on continuing news consumption 
on the networks and a negative impact on switching news consumption to traditional 
news mediums, which is not significant, and (ii) user influence on other users in SBNs 
has a highly significant impact on individuals continuing news consumption on SBNs 
while the impact on switching to traditional news mediums is found to be significant.  
 
(3) Individuals switch to traditional news mediums only for specific information 
or for verifying information but overall continue consuming news for longer durations 
on SBNs. This indicates a stronger affinity for SBNs as news providers. 
 
(4) News firms as institutional users deliver news through SBNs. As such, 
similar to other users, they also potentially influence individuals to consume news 
through their traditional platforms as evidenced by the switching behaviour. However, 
higher duration of news consumption on SBNs (compared to traditional news 
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mediums) denote that any benefits to news firms accrued as a result of switching news 
consumption may be temporary and perhaps not sustainable in the long run. 
 
(5) The New Millennials group show high levels of switching news 
consumption to traditional news mediums compared to continuing news consumption 
on SBNs. This is perhaps due to the exposure to both, traditional and digital media in 
equal measure. However, the duration of news consumption on SBNs shows an 
increasing trend over all generations indicating the potential superiority of these 
networks as news providers. 
 
(6) All generations ranging from Baby Boomers to New Millennials show a 
general decline in switching news consumption to traditional news mediums. This 
implies the growing support for SBNs as superior news providers compared to 
traditional news mediums. 
 
(7) Collectively, user influence in SBNs and the relative advantage of SBNs 
explains 74% of variance in people continuing their news consumption on SBNs 
while the same two constructs demonstrate just 5% variance in people switching news 
consumption to traditional news mediums. This implies that individuals switch to 
traditional news mediums for consuming news (e.g. for more information or for 
verifying the news) but show greater inclination for continuing their news 
consumption on SBNs.  
 
 (8) Collectively, switching and continuing news consumption explains 41% 
variation in the duration of news consumption on SBNs compared to the duration of 
news consumption on traditional news mediums. This indicates that (i) individuals 
intermittently switch to traditional news mediums yet largely consume news on SBNs 
on a continual basis, and (ii) generally, individuals do not switch back to traditional 
news mediums when they are on SBNs. The polarised sample (Refer to Figure 17, 
Chapter 5) consisting Baby Boomers, Gen X & Y show similar results. 
 
190 | P a g e  
Chapter 6: Discussion, Contributions, Implications and Limitations 
(9) The polarized sample of New Millennials (Refer to Figure 18, Chapter 5) 
indicates that (i) user influence in general and institutional user (e.g. news firms) 
influence in particular, in SBNs, significantly attracts individuals to consume news on 
traditional news mediums yet show that the overall duration of news consumption on 
SBNs is higher than traditional news firms. This indicates that institutional users such 
as news firms are more than likely to benefit when switching occur. However, higher 
overall news consumption on SBNs is likely to limit those benefits over time. 
 
(10) User influence is evidenced as a key variable having a highly significant 
effect on individuals switching and continuing their news consumption when on 
SBNs. Although social influence has been investigated by past studies, actual user 
influence has largely been under researched. In comparison, this study clarifies and 
empirically validates the nuanced role of users in a digital social network and their 
influence on other users in the network.   
 
Past studies have investigated news consumption on traditional news mediums 
and the Internet through broad themes such as for example (i) forming news 
repertoires across multiple media platforms (Yuan, 2011) (ii) information overload 
and sense making (Pentina & Tarafdar, 2014), and (iii) displacement effects of media 
(Lee & Leung, 2008). However, those studies do not (i) define news consumption and 
consumption activities on any specific news medium (ii) investigate news 
consumption on a specific sub-class of digital social networks such as SBNs (iii) 
explain news behaviours such as switching and continuance (iv) examine the 
environmental influences of and in specific news mediums on news behaviours, and 
(v) highlight the role of digital social networks based on the empirical validation of 
news behaviours, all of which this study accomplishes. 
 
In general, this study systemically assesses unique or potentially sensitive 
effects of a specific sub-class of digital social technologies termed as SBNs at the 
individual level. Given the newness of the topic and the aspects investigated by this 
study, it is imperative that findings contribute to the body of knowledge and research 
in IS, communications and media and has strong implications for industry. This study 
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involves different user influences and their impact on switching news consumption to 
traditional news mediums. Thus, it is imperious that switching news behaviour would 
have an impact on traditional news mediums and the reciprocal news firms owning, 
producing and managing them. 
 
CONTRIBUTIONS TO RESEARCH 
 
This study expands the body of knowledge relating to a new sub-class of digital 
social technologies called SBNs (Shi, et al., 2014). It explains how information is 
consumed at the individual level in SBNs due to the influence of SBNs and the 
influence in SBNs. Focusing on the domain of news media it builds and empirically 
validates a research model depicting news consumption on SBNs. The findings 
significantly contribute to research and have strong implications for practice. 
 
First, it directs the attention of researchers towards distinguishing the role of 
digital social technologies such as Facebook or Twitter as SBNs. It clarifies the role 
of Facebook, Twitter and similar technologies as information broadcasters by 
highlighting their social and broadcasting features and comparing them with 
traditional news mediums. Such evaluations facilitate understanding the epistemic 
value of SBNs as news providers. There is disagreement on the effectiveness of 
digital social technologies in enabling citizen journalism and taking up the role of 
gatekeeper in informing society and enhancing civic knowledge (Pentina & Tarafdar, 
2014). However, this study reveals a more nuanced role of SBNs, through the news 
behaviours of individuals. It demonstrates the potential benefits to news firms as a 
result of individuals switching from SBNs to traditional news mediums while in the 
same breadth highlights the potential of SBNs becoming competitive news providers. 
This is perhaps one of the first studies in IS providing empirical evidence on 
individual news consumption behaviours on a digital social network, which leads the 
study towards understanding and interpreting the role of technology (i.e. SBNs) at the 
organisational level. 
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Second, IT switching is an emerging yet under-researched area in IS 
(Bhattacherjee, et al., 2012) while IT continuance has attracted relatively more 
attention as a set of affective responses to IT acceptance and use (Kim & Malhotra, 
2005). This study concisely demonstrates the integration of both, switching and 
continuance news behaviours for explaining news consumption in the present digital 
age. In addition, the study positions both, switching and continuance as post-IT 
adoption behaviours thereby lending credence to activities associated with explaining 
actual news consumption rather than intentions leading to news consumption. 
 
Third, in addressing the causes of IT continuance behaviours, most past studies 
have examined variables such as ease of use, perceived usefulness, habit, enjoyment 
etc. which focus on intentions for IT acceptance (Venkatesh, et al., 2012). This logical 
extension of IT acceptance to IT continuance creates a problem, as it does not explain 
why some users may discontinue after acceptance (Bhattacherjee, 2001). Some of the 
causes for switching are explained through pushing, pulling and mooring effects (Lin 
& Huang, 2014). However, studies do not differentiate between innovations and 
specific IT use thus limiting the understanding of switching behaviours (Ye, et al., 
2008). This study takes a more recursive stance in positioning switching and 
continuance as two opposing news consumption behaviours on SBNs. It adapts the 
theoretical lens of the Two-Factor theory and develops the constructs of relative 
advantage (signifying influence of SBNs) and user influence (indicating influence in 
the networks) as two factors for explaining why users switch or continue consuming 
news on SBNs. This explains new dynamics of intermittent use of SBNs, which has 
not been investigated by prior studies. In the process the study finds that user 
influence is a highly significant variable leading individuals to switch as well as 
continue their news consumption on SBNs. This study clearly demonstrates that when 
online and offline news mediums co-exist, influence of users on other users in the 
incumbent (online) medium plays a key role in inducing the decision to use or refrain 
from using a substitutable offline medium. Relative advantage has been described in 
past studies as the best predictor of IT adoption leading to actual usage (Karahanna, et 
al., 1999) as well as in IT switching intentions (Bhattacherjee, et al., 2012). However, 
this study finds that it does not have a significant effect on users deciding to either 
switch news consumption to traditional news mediums or continue news consumption 
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on SBNs. This study tests the two-factor theory in a post-adoption setting on two 
opposing news behaviours of switching and continuance within the context of social 
digital technologies, which has not been attempted by past studies in IS.  
 
Fourth, findings contribute to the IS, media and communications domains by 
constructing and validating a model of news behaviours by suggesting two key factors 
(viz. relative advantage and user influence) that enable some users to switch to 
traditional news mediums and others to continue news consumption on SBNs. 
 
IMPLICATIONS FOR PRACTICE 
 
The proliferation and mass uptake of digital social technologies has impacted 
the “social psychology of organizational and interpersonal communications” (Sundar, 
2009, p. 545). SBNs such as Facebook or Twitter are no longer static channels for 
information flows between senders and receivers. Rather, they have become veritable 
repositories enabling: (i) dynamic interactivity in real time between mass 
communicators (ii) reporting, sharing and creating diverse content and views by mass 
users (iii) audience selectivity and control over information and usage of the network 
(iv) personalization of content and media experience (v) convergence of technological 
boundaries between communication forms and social elements, and (vi) global reach 
and media portability (Metzger, 2009). 
 
The strategic choice of either exploiting or exploring the opportunities offered 
by new technologies (e.g. SBNs) is an important determinant of firm survival (Lee, et 
al., 2003). Prior studies have pointed out that in order to benefit and profit from 
innovative technologies, firms need to engage with such technologies by internalizing, 
partnering or consuming them (Rosemann, et al., 2011). Traditional news firms are no 
exception. 
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The news consumption of users on SBNs depicts that news firms engage with 
social broadcasting technologies as institutional users to complement their business 
function of news delivery. This can happen due to major shifts within the news firm in 
relation to (i) limitations of traditional business models: For instance, the 
subscription-based business models of news firms producing and selling newspapers 
have limited readership based on their local or territorial reach. Thus, any new 
technology that enhances readership is more than likely to limit the firm’s incumbent 
business model including its scope and scale, making it imperative for the firm to 
adopt the new technology and fuse it with existing products and processes (ii) limited 
trans-functional role of IT: In the traditional business model of news firms, IT strategy 
is functionally aligned to the business strategy and firm requirements. For example, 
the function of a television news-broadcasting firm requires a different technology 
(i.e. broadcasting), which is different from the technology required for creating 
content (i.e. publishing and editing system). In contrast, SBNs seamlessly integrate 
the functions of news creation and delivery, and (iii) increased familiarity with IT: 
SBNs are easy to use. Their client-interface and usability is intuitively designed for 
use and is less cumbersome than the applications of legacy systems. Given the low 
cost of engagement and no requirements for discontinuing existing products, services, 
functions and processes, news firms engage with SBNs for delivering news to mass 
audiences in a bid to attract them to their news mediums. 
 
As empirically evidenced by this study, when individuals see news delivered by 
news firms or other individuals on SBNs, they sometimes switch their news 
consumption to a news firms’ traditional news medium. This signifies a gain or 
benefit to the news firm owning, producing, promoting or managing the news 
medium. Although this study does not measure or empirically validate any accrued 
benefits to a news firm, it is the only logical reasoning derived through the 
interpretation of individuals switching their news consumption from SBNs to 
traditional news media. For instance, if an individual clicks the news links provided in 
a news tweet, then the tweeting news firm gains the individual from the SBN. By 
enabling such action, SBNs complement news firms. 
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On the other hand, if the same individual does not switch news consumption to 
a news firms’ website or traditional news channel but continues consuming news on 
SBNs, then the news firm loses the individual to SBNs. The findings in this study 
show a highly significant correlation between user influence in SBNs and continuing 
news consumption on such networks. This implies that although SBNs provide their 
platforms for all users, the strong influence of users (besides that of news firms) result 
in individuals continuing their news consumption on the network rather than 
switching to traditional news mediums. Thus, user influence leading to continuance of 
news consumption on SBNs builds the potential of SBNs as superior news providers 
compared to traditional news mediums. This study finds that traditional news 
consumers (i.e. the generations of Baby Boomers, Gen X and Gen Y) show a gradual 
decline in switching to traditional news mediums when utilizing SBNs for consuming 
news. Further, the study also shows their gradual incline in continuing news 
consumption on SBNs. These activities indicate a negative effect on traditional news 
firms. This study does not measure or empirically validate any negative effects on a 
news firm. However, it is the only logical reasoning derived through the interpretation 
of continuing news consumption on SBNs. Thus, given the social and broadcasting 
features of SBNs, the interpretation of continuing news consumption on SBNs 
logically points to the competing role of SBNs.  
 
 Interestingly, SBNs never meant to compete with any news firm or other users. 
Rather, as this study shows, users in a social broadcasting network influence other 
users thereby contributing towards building the potential competing power of the 
network as a superior news provider. So, on the one hand, SBNs complement news 
firms when individuals see news delivered by news firms (or other users) on the 
networks and switch their news consumption to traditional news mediums. On the 
other hand, as more content, users and their influence on other users builds up in 
SBNs, individual’s resort to continuing their news consumption on SBNs rather than 
switching to a traditional news medium. As a result, SBNs potentially compete with 
the same news firms that seek its complementarity. This study conceptualizes this 
dichotomous role of SBNs as its “competing-complementarity.” 
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The competing-complementarity phenomenon implies that while SBNs benefit 
news firms, they also potentially challenge the monopoly of news firms in creating, 
reporting, sharing and consuming news. This can present a dilemma for news firms 
because news firms inherently engage with SBNs for leveraging its benefits. 
However, the logical interpretation of continuing news consumption points to the 
inability of news firms in matching or replicating both, the social and the broadcasting 
features of SBNs. In addition, strong controls such as copyright laws, broadcasting 
ordinances, editorial accountability and vetting practises, under which traditional 
news firms operate, presents a potential barrier to news firms in granting control over 
news creation and reporting to individuals. Thus, the abovementioned factors severely 
restrict the ability of news firms in (i) making news ubiquitous, and (ii) encouraging 
individuals to contribute, report, communicate and share news similar to SBNs. 
Building user influence for continuing news consumption in traditional news 
mediums can be a major challenge for news firms. However, pursuing a niche 
strategy such as increasing content exposure to diverse topics but with more focused 
reporting and analysis can potentially interest incidental and casual news audiences 
for longer durations of news consumption on traditional news mediums. 
 
The findings of this study, specifically the powerful significance of user 
influence can also be interpreted in other domains of information consumption. For 
example, peer influence or biased product reviews can intensify or demystify the 
information asymmetry of individuals and limit (or increase) their exposure and 
choice to new product information and pricing. Curating and sharing product 
information through personal blogs can negatively (or positively) impact the buying 
decisions of consumers. 
 
This research stipulates that organisations, specifically news firms (in the 
context of this study) need to be vigilant of user’s changing consumption needs and 
the level of influence exerted by users on other individuals in SBNs. It also finds that 
individuals on SBNs switch to traditional news mediums for more information or for 
verifying information. So, news firms can provide more contextual information or in-
depth news coverage and analysis for ensuring longer exposure and consumption of 
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news on their traditional news mediums. This can potentially strengthen their 
subscription-based revenues for trustworthy and premium news content in the face of 
rising unverifiable information by online user-generated reports. 
The abovementioned discussion answers the research question “What is the 
impact of news consumption through social broadcasting networks on traditional 
news firms?” (Refer to Chapter 1). 
 
In an attempt to theorize the competing-complementarity phenomenon, this 
study conceptually (1) defines competing-complementarity (2) describes the prime 
characteristics of competing-complementarity (3) puts forth key facilitating conditions 
for evidencing competing-complementarity, and (4) discusses the impact of 
competing-complementarity on the digital business strategy of news firms. The 
discussion on the conceptual theory building of the competing-complementarity 
phenomenon is presented in Appendix B, which is the premise for future work 
following this doctoral dissertation. 
 
LIMITATIONS 
 
The ability of this study to generalize findings is limited by the data sample size 
and the two news media’s chosen for investigating news consumption behaviours. 
Both, SBNs and traditional news mediums such as television and news websites are 
freely available and constitute reasonably strong substitutes. Users can voluntarily 
choose one over the other. Thus, further research is required for identifying and 
evaluating more salient factors other than the relative advantage of SBNs and user 
influence developed by this study. A bigger data sample size is also proposed (future 
research) for a greater degree of generalization of the findings. Nevertheless, news 
consumption patterns investigated by this study through the limited sample size are of 
strong theoretical interest for understanding the dichotomous role of SBNs.    
  
SBNs are not conceptualised by this study as monolithic IT artefacts. Rather, 
they represent a collection of many mediums, platforms and applications that have 
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varied capabilities (e.g. Twitter is not the same as Facebook). Therefore, it is possible 
that the generic attributes of different SBNs may not be homogenous across all SBNs. 
So, the extent of the reflective role of SBNs conceptualised as its competing-
complementarity may differ across networks. In addition, in choosing news mediums 
exhibiting strong disparities in relative advantage can reveal stronger effects on 
switching and continuance behaviour than the findings reported by this study. 
 
The demographics relating to geographical locations are only used for 
descriptive analysis of the data and not for testing the research model or for post-hoc 
testing. They have been reported in the interests of item inclusion and importance. 
The aim of the research model was not to test news consumption based on 
demographic differences relating to geographical locations, which can occur due to 
several reasons such as the level of economic development of the country, intensity of 
media use or politically imposed compliances for use of media. Future researchers can 
extend this thesis by incorporating geographical disparities for understanding news 
consumption or the use of SBNs in their research model. 
 
The research model and the interpretations of findings are situated in a post-IT 
adoption setting pertaining to personal use. Therefore, those may not be generalizable 
to other settings such as enterprise IT usage and organisation-bounded environments. 
The dependant variables (viz. switching, continuing and comparative duration of news 
consumption) are measured using self-reported data, which may be susceptible to 
perceptual or recall bias. There could be additional predictors of switching news 
consumption to traditional mediums and continuing news consumption on SBNs 
beyond those investigated by this study. The survey provides only a temporal view of 
news consuming behaviours on SBNs. Thus, more longitudinal studies are required 
for exploring and testing news consumption behaviours. The conceptual discussion on 
interpreting the study findings does not measure or validate the competing-
complementarity phenomenon but only indicates its probable yet logical existence 
reflected through the switching and continuance of news consumption behaviours. 
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This thesis can be further extended by three academic domains viz. journalism 
and media, communications, and management. SBNs and consumption behaviours 
can be analysed at three levels: (1) individual users and society (public), (2) 
intermediaries and platforms, and (3) organisations and industries (Aral, et al., 2013). 
Activities that can be investigated include (i) strategies: For example, how does the 
design and features of SBNs affect user satisfaction and the ability to derive value? 
(ii) management: For example, what combinations of industry-specific and public 
SBN initiatives should organisations pursue? (iii) measurement and value of SBNs: 
For example, what industry-wide values and efficiencies can be achieved through 
SBNs? Some key challenges that researchers could face are: (1) variations in 
consumption habits: the rapid evolution of communication technologies (e.g. mobile 
applications) can result in diversified news consumption activities. This could make 
capturing the direct and strategic effects of SBNs difficult (2) identification: the 
involvement and inclusion of certain measures such as actions, valence, and ratings of 
SBNs as explanatory variables for outcomes (e.g. firm performance) can raise serious 
concerns about correlated but unobservable variables, endogenous networks and 
simultaneity of consumption activities. The research model presented in this study 
serves as a strong start-up for understanding IT switching and continuance 
behaviours. This can be extended by future researchers by incorporating more supply-
side effects (e.g. IT products/system choices) as well as demand-side effects (e.g. user 
preferences and needs).   
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APPENDIX A – SURVEY INSTRUMENT  
 
DEMOGRAPHICS 
 
Gender 
 Female 
 Male 
 
Age 
I was born 
 Before 1964 
 Between 1965 and 1978 
 Between 1979 and 1989 
 1990 or after 
 
Location 
I live in 
 Australia / New Zealand 
 North America / Canada 
 Europe 
 Middle East 
 South East Asia 
 China / North East Asia 
 Indian sub-continent / Sri Lanka 
 Africa 
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PLEASE INDICATE BELOW THE EXTENT AND FREQUENCY OF YOUR 
NEWS RELATED ACTIVITIES 
NEWS IS DEFINED AS INFORMATION ON EVENTS AND ISSUES THAT 
INCLUDE MORE THAN JUST FRIENDS AND FAMILY 
SOCIAL MEDIA REFERS TO FACEBOOK, TWITTER OR SIMILAR 
TRADITIONAL NEWS MEDIA REFERS TO TELEVISON, NEWS WEBSITE, 
NEWSPAPER AND RADIO 
 
[RELATIVE ADVANTAGE OF SOCIAL BROADCASTING NETWORKS]  
Question: I use social media for news because… 
ITEMS SCALE 
NEVER             SOMETIMES               ALWAYS 
1          2          3          4         5           6           7 
RA1: The news is more current (e.g. breaking 
news, headline news) compared to   traditional 
news mediums (e.g. T.V) 
 
             
RA2: The news is available immediately as 
compared to pre-scheduled news on 
traditional news mediums (e.g. T.V) 
 
             
RA3: I like personalized opinions or eyewitness 
accounts of people, as they give me a better 
understanding of what is happening in the 
world compared to news provided by news 
companies 
 
             
RA4: I can surf, browse, read, follow or 
subscribe to tweets or posts of people with 
expert insights, knowledge or reputation (e.g. 
celebrities, politicians, CEOs), which is not 
possible on traditional news mediums 
 
             
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[USER INFLUENCE IN SOCIAL BROADCASTING NETWORKS] 
Question: I get my news through social media… 
ITEMS SCALE 
NEVER             SOMETIMES               ALWAYS 
1          2          3          4         5           6           7 
UI1: By reading, browsing or surfing the news 
tweeted or posted by others 
 
             
UI2: By following tweets or post of reporters 
from news companies 
 
             
UI3: By following tweets or posts of people 
with expert insights, knowledge or reputation 
(e.g. celebrities, politicians, CEOs) 
 
             
UI4: By reading, browsing or surfing the news 
tweeted or posted only by news companies 
             
 
 
[CONTINUING NEWS CONSUMPTION IN SOCIAL BROADCASTING 
NETWORKS]  
Question: When I see news from news companies on social media or when my friends 
post or tweet news on social media…  
ITEMS SCALE 
NEVER             SOMETIMES               ALWAYS 
1          2          3          4         5           6           7 
CNT1: I check my friend’s tweets or posts for 
more information or for verifying the news 
 
             
CNT2: I read the news and then share it (e.g. 
re-tweet or re-post) on social media 
 
 
             
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CNT3: I follow tweets or posts of people with 
expert insights, knowledge or reputation (e.g. 
celebrities, politicians, CEOs) 
 
             
CNT4: I comment on the news that my friends 
post or tweet 
 
             
CNT5: I click ‘like’ on the news that my friends 
post or tweet 
 
             
 
[SWITCHING NEWS CONSUMPTION TO TRADITIONAL NEWS 
MEDIUMS] 
Question: When I see news from news companies on social media or when my friends 
post or tweet news on social media… 
ITEMS SCALE 
NEVER             SOMETIMES               ALWAYS 
1          2          3          4         5           6           7 
SWT1: I go to their traditional news mediums 
(e.g. TV channels) for more information 
 
             
SWT2: I watch TV, read newspapers, listen to 
radio, surf or browse news websites to verify 
the news 
 
             
SWT3: I search traditional news mediums 
(e.g. T.V, news websites) for more 
information 
 
             
SWT4: I watch, listen, read, browse news on 
traditional news mediums (e.g. TV or news 
websites) for more information 
 
             
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[COMPARATIVE DURATION OF NEWS CONSUMPTION ON SOCIAL 
BROADCASTING NETWORKS] 
Question: Please indicate the comparative time you spend on social media 
ITEMS SCALE 
NEVER             SOMETIMES               ALWAYS 
1          2          3          4         5           6           7 
CNC1: I spend more time every day reading 
news on social media compared to 
traditional news mediums (e.g. T.V or news 
websites) 
 
             
CNC2: I spend more time every day checking 
news on social media compared to 
traditional news mediums (e.g. T.V or news 
websites) 
 
             
CNC3: I spend more days in a week for all my 
news related activities (e.g. reading, 
commenting, tweeting or posting) on social 
media compared to reading, watching or 
listening to news on traditional news 
mediums (e.g. T.V or news websites) 
 
             
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QUT ETHICS APPROVAL AND PARTICIPANT INFORMATION SHEET 
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APPENDIX B – CONCEPTUAL THEORY 
BUILDING 
 
This doctoral dissertation described and empirically validated switching and 
continuance as two prime news behaviours on SBNs. Those behaviours and their 
interpretations (refer to Chapter 6 – Implications for Industry) lead this study to 
observe the unique phenomenon of competing-complementarity of SBNs at the 
organisational level.  
 
DEFINING COMPETING-COMPLEMENTARITY 
 
Based on the discussed interpretation of switching and continuance of news 
consumption on SBNs and its complementing and competing effects on news firms, 
competing-complementarity is conceptually defined as, the dichotomous role of a 
social broadcasting network, which complements a news firm by increasing or adding 
value to their existing business, business functions or processes yet rivals the same 
news firms through its social and broadcasting capabilities. 
 
Competing-complementarity of SBNs is conceptualized, by this study, at the 
organisational level. SBNs as mediums for mass communications focus on 
information first. This study witnesses that users switch to traditional news mediums 
or continue their consumption on SBNs for consuming newsworthy information. 
Thus, this study posits that the competing-complementarity phenomenon is likely to 
be evidenced when business such as publishing and media where information is the 
core product engage with SBNs. 
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CHARACTERISTICS OF COMPETING-
COMPLEMENTARITY 
 
Based on the ontology of SBNs, key characteristics of the competing-
complementarity phenomenon are elucidated. Additionally, the attributes of 
competing-complementarity are described based on literature reviews on public 
goods16 in economics (Ostrom & Ostrom, 1999), the technology-acceptance model 
(Davis, 1989), network theory (Borgatti & Halgin, 2011), social media affordances 
(Majchrzak, et al., 2013), relationship marketing, which adapts the concept of 
symbiosis from the biological sciences (Worthington & Horne, 1998), Porter’s (2001) 
and (2008) work on competitive forces shaping strategy and businesses on the 
Internet, Teece’s (1986) notion of complementary assets17 and Rosemann et al’s 
(2011) conceptualization of social media18 as digital complementary assets. 
 
Mutualistic symbiosis: Symbiosis is defined as two species living together in a 
close and long-term interaction or relationship while mutualism refers to a specific 
type of symbiosis where both species benefit from the interaction19. In the context of 
this study a highly synergistic relationship is observed between users in SBNs and the 
network itself. Users engage with SBNs due to its ubiquitous, utilitarian and social 
effectiveness in fostering social ties, communications and dissemination of 
information (Gupta & Brooks, 2013). For example, news firms as institutional users 
seek to influence audiences to their traditional news mediums while also delivering 
newsworthy information to mass users on SBNs. On the other hand, these networks 
depend on users to create different networks, build content, publicly share information 
and make themselves visible to others (Hanna, et al., 2011; Kaplan & Haenlein, 
2010), which benefits SBNs. Thus, this study observes a mutualistic symbiotic 
relationship between SBNs and its users. News firms use SBNs for delivering news, 
16 http://www.economicshelp.org/micro-economic-essays/marketfailure/public-goods/ 
17 Tangible goods and/or services that have IP attributes and are perceived to be alike by all 
stakeholders 
18 Rosemann et al (2011) refers to social media, citing examples of Facebook, Twitter, as large digital 
service providers 
19http://study.com/academy/lesson/symbiotic-relationships-mutualism-commensalism-
amensalism.html 
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promoting their companies, communicating with stakeholders and co-creating new 
alliances, networks and social interacting elements. In turn, user engagement 
contributes to the growth of SBNs. While mutualistic symbiosis is commonly 
observed in the biological diversity of living organisms, such a relationship is rather 
atypical and unseen in technological innovation. For example, television as a news 
medium in the 1950s never complemented a firm producing newspapers. Rather, the 
two mediums (i.e. TV and newspaper) independently displaced each other on the 
basis of their product niches. In comparison, the mutualistic symbiosis between SBNs 
and its users, especially news firms seeking mutual gains are vastly different from the 
mentioned competitive dynamics and displacement analogies. This is because when 
individuals switch to traditional news media for consuming news it ensures that such 
action does not disturb the core functions of a news firm’s existing products and 
services. For example, CNN uses Twitter for delivering news, accessing audiences 
and attracting them to their website or TV channel. So, an individual on a social 
broadcasting network switching news consumption to CNN’s website implies that 
SBNs complements CNN without disturbing CNN’s other existing news delivery 
channels or processes. 
 
Complementing: Complementarity arises when the combined value of two 
products is greater than the sum of each product’s value measured independently 
(Porter, 2001). Complements play a key role in triggering demand for a firm’s product 
and services (Porter, 2001). Higher dependency on a complementing product or 
service can make the firm providing it highly competitive to its rivals. This study 
witnessed (i) different types of users such as individuals, CELs and institutional users 
engaging with SBNs for consuming news (ii) users switching news consumption to 
traditional news mediums, which logically and conceptually are interpreted as SBNs 
complementing news firms, and (iii) users influencing other users for consuming 
news on SBNs. The complementing aspect of SBNs potentially creates a demand for 
using it in delivering and consuming news. When more users continue their news 
consumption on SBNs, it boosts the superiority of SBNs over traditional news 
mediums in generating and broadcasting news.  
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Amensalism: Adapted from the biological sciences, amensalism refers to an 
association of two different species whereby one remains relatively unaffected while 
the other is destroyed, constrained or repressed. Two mechanisms drive this 
association (1) competition, in which the stronger of the two survive, or (2) antibiosis, 
wherein a chemical secretion kills or damages one while the other remain 
unaffected20. This study observes the association of different types of users and SBNs 
for consuming news. Institutional users such as news firms delivering news on SBNs 
indicate an interdependent and synergistic association between news firms and SBNs. 
However, proliferating usage and the influence of users on other users in these 
networks lead individuals to continue their news consumption in the networks (as 
evidenced by this study). Continuing news consumption on SBNs indicates a negative 
effect on news firms. User influence in SBNs lead individuals to continue their news 
consumption on SBNs. This makes the networks potentially superior to traditional 
news firms, thus causing their association to erode. This study does not empirically 
validate the claim but reports it as valid and logical reasoning for understanding 
amensalism as a unique characteristic of competing-complementarity. 
 
FACILITATING CONDITIONS FOR EVIDENCING 
COMPETING-COMPLEMENTARITY 
 
The facilitating conditions for evidencing competing-complementarity are based 
on the study context and findings. Additionally, their descriptions are based on 
literature and Rosemann et al’s (2011) conceptualization of Facebook or Twitter21 as 
digital complementary assets. 
 
Coproduction: The typical relationship between a consumer and a producer in a 
contemporary business scenario is one of exchange where the consumer does not 
contribute to the production, quality of goods and services offered by a vendor. In 
contrast, coproduction conveys a participatory attitude wherein citizens directly 
20 http://www.britannica.com/EBchecked/topic/19211/amensalism 
21 Rosemann et al (2011) refers to Facebook, Twitter, as large digital service providers 
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participate in propagating the welfare of the state (McGinnis, 1999). For example, in 
democratic states, law enforcement authorities encourage community members to 
self-govern their neighbourhoods by monitoring and reporting suspicious activities. 
This study observes coproduction in SBNs wherein different types of users produce, 
share and consume news. Such coproduction forms an important requisite in 
influencing other users in a social broadcasting network to either, switch or continue 
their news consumption on the network. For example, if news firms do not produce 
news on SBNs as institutional users, then users may not be influenced to switch their 
news consumption to the news firms’ traditional news channel. Declining influences 
in switching news consumption to traditional news firms can dilute or decrease the 
complementing role of SBNs towards traditional news firms. Similarly, higher levels 
of content produced by individuals or celebrities on SBNs can lead to greater 
influence on other users to continue their news consumption in the networks. This can 
potentially increase the competing power of the networks. The notion of coproduction 
is closely tied to the concept of polycentrism (Batjargal et al., 2013; Cervero & Wu, 
1997), which involves a large number of interlocking and interacting interests and 
considerations. In SBNs, both individuals and organisations undertake all functions 
that SBNs offers for creating, reporting, sharing and consuming information.  
 
Inclusivity: SBNs offer its platform to all users. This study describes three 
different types of users: Individuals, celebrities-experts-leaders (CELs) and 
institutional users (e.g. news firms) that engage with SBNs without having to enter 
into any contractual agreements except accepting the terms and conditions of use. 
Anyone with an Internet connection can consume the service without any constraints 
(Rosemann, et al., 2011). Further, this study observes that any users can exit SBNs, 
pause or cease consumption at their own discretion. In addition, these networks are 
available 24/7 to all and do not place any technical barriers for excluding any users. 
This is an important condition for competing-complementarity to exist. Unless all 
kinds of users are granted full access to SBNs, the chances are that switching and 
continuance of news consumption is unlikely to happen. For example, if celebrities 
are excluded or are not motivated in joining SBNs, then users that follow them can 
potentially abandon the networks. For instance, if individual users are restricted in 
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participating in SBNs, then they may not be able to influence users for switching or 
continuing their news consumption on SBNs.  
 
Positive Network Effects: Network effects dramatically influence consumer 
demand (Aral, et al., 2013). This triggers other users to consume the services, which 
in turn increases the value of the network. Network effect or network externality is 
products or services becoming more valuable when more people use them 
(Gallaugher & Wang, 2002). This study empirically validated the high significance of 
user influence in stimulating other users for switching or continuing their news 
consumption on SBNs. This highlights the (i) significance of the affordances provided 
by SBNs (Refer to Chapter 2 – Literature review), and (ii) relative advantage of SBNs 
through the value propositions offered by the networks (Refer to Chapter 2 – 
Literature review). These factors relating to SBNs influence individuals to engage 
with the networks for creating, reporting, sharing and consuming news. A high level 
of user engagement on SBNs attracts other users. This potentially increases the 
different types of users and their reciprocal influences on other users for switching or 
consuming news on the networks.   
 
On the other hand, for instance, high number of users of a news firm’s 
Facebook page can project a high value of the news firm on Facebook to others. This 
associates the quality of the news firms’ Facebook page positively with the number of 
users, reflecting positive network effects for the news firm. This study observes that 
positive network effects are extremely vital for news firms, as these effects can enable 
news firms to potentially attract more audiences to SBNs and thereby influence them 
to switch their news consumption to their traditional news mediums. Retrospectively, 
other types of users such as celebrities can also attract individuals and influence them 
for continuing their news consumption on SBNs. Thus positive network effects are 
vital for both switching and continuance of news consumption. 
 
Inexpensiveness: SBNs are free to all users. Low to zero cost is an important 
incentive for attracting more individuals to SBNs and depicts affordability to all types 
of users. Such affordability potentially means greater freedom and time for indulging 
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in producing, reporting and consuming news on the networks. Thus, economies of 
cost denote that users need not cease or reduce their news consumption or other 
activities on SBNs based on any kind of pricing options. SBNs do not have any 
substantial constraints dictated by price, which may exclude any individual from 
using it (Rosemann, et al., 2011). Such an attribute is rather unique as there are no 
known pricing models for producing as well as consuming content between producers 
and consumers with the exception of the freemium model (Anderson, 2010; Cheng & 
Tang, 2010), where a standard level of service is offered free of costs to promote the 
service and build critical consumer mass, and later premium priced value-added 
services are offered. Thus, inexpensiveness consists of two elements: (1) providing a 
service where the incremental cost for use is close to zero, and (2) low dependence on 
direct revenues from users, as costs are recovered through advertisements or alternate 
commercial activities. This enables in building mass user bases in SBNs, which in 
turn leads to greater users influences on switching and continuance of news 
consumption. 
     
IMPACT OF COMPETING-COMPLEMENTARITY ON 
TRADITIONAL NEWS FIRMS 
 
The impact of competing-complementarity on news firms can be conceptually 
explained by observing the effects of SBNs on their digital business strategy. This is 
conceived on the premise of the characteristics and facilitating conditions for 
competing-complementarity discussed in the previous sections. News firms began 
engaging with SBNs to accrue benefits not realising the influence exerted by users on 
other users in the networks. It is observed that when the intensity of user influence is 
high (e.g. mass users discussing a high-impacting global event such as a terrorist 
attack), users are more likely to use SBNs for sharing, discussing and informing 
others rather than reading a news firm’s tweet or consuming news through traditional 
news mediums. The underlining point is that SBNs inherently have a competing 
potential that may not be visible at the forefront. Hence, news firms need to exercise 
caution when strategizing their digital business strategy options because as 
conceptually depicted, such technologies can quickly turn against the firms using it 
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and destabilize their digital business strategy. The formation and destabilization of a 
digital business strategy is conceptually illustrated on a technology S-curve (refer to 
Figure 19). Using the technology S-curve, this study plots (A) the incumbent 
technology (i.e. existing technology) where business strategy dictates the news firm’s 
IT alignment (B) a new technology (e.g. SBNs) emerges and the news firm adopts it 
by fusing it with its existing products or functions thereby creating a digital business 
strategy while also maintaining its existing technology and products (C) the new 
technology (i.e. SBNs) begins to negatively impact the news firms when users depend 
on it (i.e. SBNs) for consuming news than the firm’s traditional news mediums. In 
time, due to significant user influences, SBNs start negatively impacting the news 
firm by competing with them as news providers, which potentially destabilizes the 
firms’ digital business strategy leading to (D) a new digital business strategy. 
 
 
Figure 19: Impact of Competing-Complementarity on Digital Business 
Strategy 
 
The impact of competing-complementarity of SBNs on the digital business 
strategy of news firms is not instantaneous or simultaneous. Rather, competing-
complementarity of SBNs is observed based on how a news firm reacts to internal 
organisational changes and external trends (both, social and economic). As figure 19 
depicts, historically, organisations adopted IT based on their business strategy. 
However, given the ubiquity of present-day technologies and intuitive usability and 
low costs, firms fuse their business strategies with IT. In the context of this study, the 
fusion of IT (i.e. SBNs) and the news firm’s business strategy is driven by the 
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complementarity offered by SBNs. This complementarity happens because news 
firms start engaging with SBNs due to three key organisational issues: (1) limitations 
of traditional business models (2) limited trans-functional role of IT, and (3) increased 
familiarity with IT (Bharadwaj, et al., 2013). (Note: these issues are discussed in the 
earlier section on implications for industry). Retrospectively, the same digital strategy 
of the news firm is susceptible to be destabilized when the competing potential of 
SBNs becomes prominent. This can happen when the influence of users in SBNs on 
other users is high, which can lead to low levels of switching news consumption to 
traditional news mediums providing low benefits to news firms in terms of audiences.
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